





| PRINTERS’ Ai 






NK. 


A JOURNAL FOR ADVERTISERS. 


PUBLICATION OFFICES : { N 





No. 10 SPRUCE STREET, hd Yor. 
©. 138 FLEET 8 


STREET, E. C., LONDON. 

















Vout. VII. NEW YORK, AucustT 17, 1892. No. 7. 
7 ; What is the difference between edi- 
Miscellanies. torial and matrimonial experience? In the 

former the devil cries for copy ; in the latter 


The Corning Yournal advertises for 
“an honest boy to make a devil of.” 

The ‘‘ champion” reaper which se- 
cures the largest harvest —Advertising. 

‘*New maid and old made’s clothing 
always on hand,”’ says a country advertiser. 

**We make men” is the heading of 
a Connecticut schoolmaster’s advertisement. 

Advertising is the long pole that 
knocks the persimmons.—A /ton (/a.) News. 

The man who doesn’t hang out his 
shingle and advertise dies and leaves no sign. 


The best advertising medium—An 
old maids’ sewing circle.—Norristown Her- 
a 


Some one out West advertises for 
“a house girl to assist in the washing of a 
small family.”’ 

Many editors are of so peaceful a 
nature that they will not even put a head on 
their editorials. 


Train wrote to the Detroit 7ridune - 
“Abuse me all you want to, but for God's 
sake don’t forget me.”’ 


When the public has faith in a 
writer’s name, it is a faith which must be 
backed up by good works.— Puck. 


“At the Cape of Good Hope,” 
writes a traveler, ** people die very fast ; but 
the ne: have remarkably long tails.’ 


For ‘‘ two thousand car-loads of cats 
gone East,”’ as stated in our last week's issue, 
please read oats instead ot cats.—/JZinois 

aper. 

A Tennessee merchant, being asked 
how large his advertisement shuuld be, re- 
plied: ** Well, put in about three pints of 
type.”” 

From the advertising rate-card of a 
religious weekly: ‘“*‘ Nothing admitted which 
would lead men to sin, Locals 15 cents; 
terms cash,” 

If the New York Sun and World 
were ninety-five million miles apart, like their 
namesakes, a big share of the fun of this 
nation would be eclipsed.—/’uck. 

An Towa publisher acknowledges the 
receipt of an egg which “ was laid on our 
table by the Rev. Mr. Smith.”” Mr, Smith 
seems to be a layman as well as a minister. 





the copy cries like the devil.—Advertisers’ 
Gazetle. 


Differences.—** I can’t work without 


———- ’ said the poet. 

“observed the undertaker, “ am 
Pa. as * besily off. I cannot work without ex- 
piration.””—/uck. 


The Indiana editor who took his 
mother-in-law on an editorial excursion is re- 
quested to announce through the columns of 
his paper whether he was actuated by gener- 
ous impulses or by fear.—Chicago Tribune. 


A young country editor fell in love 
with the clergyman’s daughter. The next 
time he went to church he was rather taken 
aback when the preacher announced his text : 
y My daughter i is grievously tormented with a 

evil.’ 


The comma is very useful in its 
ed but it should be used with judgment. 
n the last number of an exchange there ap- 
pears an advertisement i in which the firm an- 
nounce that they keep *‘c: eck mozambique 
corset laces, figured muslin hairpins, and em- 
broidered grenadine skirts.’'—Savannah Re- 
publican, 


Editor—See here! In this story 
yee make one of the characters ask another 

ww the thermometer stands. 
Contributor—Yes. 
Editor—And then you write, “ At ninety- 
six degrees, she replied in frigid tones,”’— 
N. Y. Herald, 
THE TYPEWRITER’S ADVANTAGE. 
He isn't the funniest man on earth, and his 
jokes sometimes are flat 

And weak and stale, and out of date, but 
what does he care for that? 

For he knows what busy men editors are— 
they’ re tired in every joint— 

So he typewrites his jokes, and the editors 
have no trouble in seeing the point. 


". Herald. 


‘* Hello, old fellow !” 
“Why, how are you, comrade?” 
“Let me see, why can’t I call your name? 
Your face is as familiar to me as my own, 
“And I. must have met you a thousand 
— but I can’t think of your name to save 
my life.” 
up I’m the three-dollar-shoe man.’ 
‘I'm the facial soap man.” 
“On!” 
“ Oh! ” 


They shake hands with much enthusiasm. 
—Chicago Tribune. 


Los Angeles 
lie Library. 
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A. It can be 


we <> made a good 
a\? a’ ora poor invest- 
Rake > ment as it is well or 
“we poorly done. In making 

op. ro profitable investments courage 
and good judgment, as well as 

money, are required. The same are just as 
necessary to make advertising profitable. If these 
requisites are complied with no better investment 


can be found than advertising. Without all of them 
the advertising had better not be done. 


For those desiring to build up a new business or 
to increase an existing one in the towns and villages 
of the New England, Middle and Southern States, 
no better investment can be made than properly- 
constructed advertisements inserted dy the year 
in the 1400 Local Papers of the Atlantic Coast 
Lists. How good such investments have been in 
the past is evidenced by the fact that fully three- 
guarters of all the advertising appearing in these 
Lists is from parties who renew their orders year 
after year, having found them to be sure and paying 
investments. * 


1400 Local Family Papers, reaching weekly fully 
one-sixth of the reading population of the United 
States outside of large cities. Quarter of a centa 
line a paper per insertion for yearly advertising. 
Half a cent for transient, 

Catalogue upon application. 


% 
Atlantic Coast Lists, 


134 Leonard St., New York. 

















Vol. VII. 


HONEST ADVERTISING THE BEST. 


By Ff. F. Place. 
(Advertising Manager Rochester Lamp Co.) 


There are some advertisers that pre- 
fer to come before the public in the 
character of a harlequin or a ‘‘ snide” 
than in that of a legitimate and straight- 
forward business man. I know of 
several enterprises that are being 
“faked,” as it were, when a square 
appeal to the public on the merits of 
the article advertised would in my 
opinion result in ten fold greater suc- 
cess ; and the sales would be enduring, 
whereas they are now transitory, de- 
pendent entirely upon the spurts of 
advertising and much being expected 
from mail orders. 

I have in mind, among other things 
pushed in this way, a toilet soap. It 
is advertised quite extensively, and its 
only virtue which the advertiser seems 
to regard as of any interest to the pub- 
lic is its wonderful properties for the 
relief of red noses. 

Now there are upwards of sixty-five 
millions of people with noses in this 
country. I will venture to assert that 
at least sixty-four and nine-tenths mil- 
lions of these noses are in an ordinary 
healthy condition, and without any of 
the blooming tints of the rainbow. In 
fact, the owners would reject with in- 
dignity any article which favored a 
bleaching process in these healthy and 
natural-colored noses. 

Now this soap is a good toilet soap, 
and no one will gainsay the statement 
that it is a good article for daily use in 
the bath and morning ablutions, and in 
fact for all uses of a right good toilet 
soap; and the manufacturer, if you 
could reach him face to face with your 
feet under his mahogany, would prob- 
ably ‘‘ wink the other eye” if you 
should put the question straight : 
Will your soap bring back the natural 
color to an abnormally red nose? So 
he would repel with indignity any inti- 
mation that his soap might injure in 
the slightest degree the most healthy 
and tenderly cared-for nose, He would 
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protest that no man or woman, even 
though his or her nose were as pro- 
nounced and bold as that of Chauncey 
Depew, or as mild and lovable as that 
of the Venus of Milo, yet his soap 
would make it only the more healthy 
and beautiful, and its precious natural 
color disturb not. 

Why, then, does this soap advertiser 
think and cater only for one hundred 
thousand or less unhealthy and abnor- 
mally red noses, to the neglect of the 
sixty-four million nine hundred thou- 
sand of other people who might be 
made regular buyers of his soap? The 
more he talks about red and sore noses 
the more he drives away the sixty-four 
and nine-tenths millions of prospective 
customers with the healthy noses; for 
no man cares to trifle with the nose 
which gives him no trouble, and which 
he is proud of, by using the soap so 
strongly recommended and especially 
boomed for the dreaded sickly and red 
nose, 

The reader may say that the adver- 
tiser is spending his own money for 
advertising, and if he did not find it 
paid him to do as he does he would not 
do so. That may be true, and yet it 
is no argument against the fact that he 
would do better to change and get 
some other name for his red-nose rem- 
edy, and put his soap before the sixty- 
five millions of people who use soap 
and who can and would buy it on its 
merits alone as a fine, pure and healthy 
toilet soap. 

Many advertisers have adopted this 
style of advertising, only to a little 
later on discover their mistake. With 
an article of real merit, for which there 
is a general demand, the better way is 
to appeal squarely to the public on its 
own merits. Because ‘‘ fake” adver- 
tising temporarily pays, it does not 
follow that a more direct appeal, by 
legitimate and straight methods, will 
not pay much better. 

Mr. Upton, when first introducing 
the Rochester Lamp, painted the bald 
heads in the front row at the theatre, 
and adopted many other questionable 
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schemes for attracting attention. Very 
soon, however, he found it more effect- 
ive to fall back upon a direct and 
square appeal to the people on the 
merits of his article, and more profit- 
able to sell it through established and 
legitimate channels of trade—jobbing 
houses and retail stores. 

I am informed that J. C Ayer, when 
he first started, used to sell his ‘* Pec- 
toral” only, and that from a peddler’s 
wagon. He made it pay; but if some 
one had suggested other methods he 
might have replied: *‘ If I didn’t find 
this way of doing business profitable I 
should not pursue it.” Nevertheless, 
he left his gaudily painted wagon and 
adopted other methods and accumu- 
lated several millions of dollars. 

Barnum is often quoted as an illus- 
trious example of a successful adver- 
tiser who made use of ‘‘ snide” meth- 
ods. That may -have been true when 
he was ‘‘ faking” the woolly horse, 
Joyce Heath, and the original and 
only mermaid ; but when he quit the 
red-nose business and became the pro- 
prietor of a great menagerie and circus, 
he advertised it for exactly what it was 
—*‘* The Greatest Show on Earth.” 

In the long run it does not pay to 
If by chance it 


deceive the public. 
should temporarily pay, then it is 
pretty clear that the same capital and 
energy employed in a frank and earn- 
est appeal on the merits of the goods 
alone will in most cases pay very much 
better. 


REAL ESTATE ADVERTISING. 
By Edward A. Oldham. 


More good money is wasted in real 
estate advertising than in probably any 
other line of special advertising. It is 
only rarely that we come across a dis- 
tinctive and original worker in this 
field. Even in the great city of New 
York there is but one who has im- 
pressed his individuality upon the pub- 
lic mind to such an extent that his name 
and familiar trade-mark are known to 
countless thousands who have abso- 
lutely no interest in that which he 
offers for sale. 

I refer, of course, to Jere Johnson 
and his flag, whose fame is not con- 
fined to New York, but ramifies wher- 
ever Gotham journals are read, and 
wherever unique advertising has its 
votaries. 

Many imitators have risen up, but 
none have succeeded in stamping their 
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impress upon public opinion as he has 
done. They have sought to wrench 
from him his commercial coat of arms, 
but he has rallied around his flag, and 
has defended his right to its exclusive 
use by a successful appeal to the courts, 

If there is a Jere Johnson in Chicago, 
Philadelphia, Boston, Cincinnati, St, 
Louis, or in any other of the large 
cities, a careful examination of the real 
estate columns of the journals of those 
cities have failed to reveal his identity, 

The fact of the matter is, this class 
of advertisers have gotten intoa rut 
that will require heroic treatment to 
dislodge them from. 

The predominating trouble with real 
estate advertising is generalism. Take 
the average business announcement of 
this class, and the space contracted for 
in the advertising columns is dumped 
full of words that suffocate for lack of 
breathing and elbow room. All adver- 
tising must be made sufficiently attract- 
ive typographically to attract the eye, 
and especially such advertisements as 
appeal to a circumscribed clientele. 

A very small proportion of newspa- 
per readers buy lots or houses, and 
many who do, do so because they think 
they are getting a bargain. Here, 
then, it seems to me, is the secret. 
There must be a bargain counter for 
realty as wellas for dry goods and other 
lines. Discard the dull and _ prosaic 
formula of past years, and inject a 
little ‘‘ scenic prettiness ” into these ad- 
vertisements. 

If necessary, clamor for attention in 
black gothic, but don’t whisper your- 
self hoarse in minion that is: not insu- 
lated with plenty of open space. Above 
all, talk practical common sense, and 
avoid boom braggadocio. 

Remember that it is sheer extrava- 
gance to try to crowd too much into 
your space. You'd better light your 
cigar with the treasury note that pays 
the bill. If you have a variety of prop- 
erties on your books, don’t endeavor to 
see how many of them you can squeeze 
into your little square or two of adver- 
tising space, but single out one or two 
at a time—preferably one—and dilate 
eloquently and logically upon its strong 
points. Convince your reader that if 
there ever was a snap, this is it. 

Repeat the dose next day with an- 
other piece of property, and so.on from 
day to day, till you have made the 
rounds. If your business admits, you 
could have a dozen of these sort of ad- 
vertisements running all the time, 

















Don’t bunch them together. It would 
be like trying to select a suit of clothes 
from a store full of garments, all 
equally alluring to the eye and purse. 
Go into details describing the fetching 
characteristics of your houses. Senti- 
ment isn’t dead by any means, and if 
it were it would come to life again at 
the prospect of providing some one 
with a home. As near as possible, 
give the exact price and the precise 
terms. If you omit this, you might 
lose the chance to sell, where so many 
bargains, probably as good as yours, 
are on the market, and being offered on 
the same page or in the same column. 

If you are conducting a rental agency, 
spare yourself the trouble of filling your 
space if you are not going to quote the 
rent, of the house advertised. Too 
many advertisements can be found that 
read equally as well as yours, and 
which give this desired information, to 
admit of your displaying such short- 
sighted policy.’ Don’t strive to gild or 
deceive. Tell the truth. Be honest. 
But seven days in the week be dis- 
tinctive. 

Lie awake nights thinking up some- 
thing that characterizes none of your 
competitors’ advertisements. Think 
carefully, and when you settle upon it, 
be it a catch phrase or an engraved de- 
vice, stick to it as tenaciously as though 
it were your best jewel. Set deliber- 
ately to work to make people associate 
that phrase or device with your name 
and business. Do that, and success 
will rest proudly upon your banner. 








A PRINTER’S NOTES ON ADVER- 
TISING. 


By W. W. Pasko. 


Many advertisements are now to be 
found in the magazines which have 
been engraved although they are words 
and not pictures. This is a mistake. 
Engraving has its uses, and it will very 
frequently give one or two effective 
lines, but a whole half page or whole 
page notice will never look as well en- 
graved asin type. The original char- 
acters in type require from half a day 
toa day to cut each of them. They are 
compared and weakly executed ones are 
thrown away. They line better and 
are more legible than engraved char- 
acters. A mistake in a block can be 
amended with difficulty and the sur- 
face has usually too much upon it. 
Neither do engraved characters print 
as well as the others, This does not 
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apply to large lines, used for purposes 
of display in the midst of lines of 


type. 
rea) 


A corollory to this statement is that 
engravings of any kind are of very 
little value in advertising unless well 
printed. It is useless to use half-tone 
cuts for this purpose on any ordinary 
newspaper. Neither will a fine wood- 
cut be valuable. Those in which the 
lines are heavy and wide apart will 
print well enough, but they are very 
far from being works of art. Theonly 
kind that is of value in daily newspa- 
pers is the outline drawing, similar to 
those shown by a Broadway clothing 
house. If of other kinds, every line is 
clogged with ink, and the hollows also 
get filled, so that the whole is smudgy 
and undesirable. 
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Since it became common to make up 
newspapers in small pages, many old 
established journals have tried the ex- 
periment, and a large number without 
reaping advantages. Indeed, some 
have lost so much by the trial that 
they have gone back to the former 
shape. One great reason for this has 
been that there was too little reading 
matter to spread over the surface. 
Three or four columns out of nine are 
sufficient for reading matter in a folio 
paper, but when the matter is broken 
up on two or three pages there is very 
little inducement for the reader to turn 
over the leaves. Unless an advertise- 
ment is read it is of no value, and it is 
unfortunately the case that much of 
the surface of such a journal is rarely 
looked at. 


A good thing for an advertiser to do, 
when he puts a notice into a journal, 
is to stipulate that it shall be reset every 
two months or so. There are many ad- 
vertisements which are constantly 
changing, because their wording is dif- 
ferent, but there is also another class in 
which the charm consists in being in- 
variable. The more venerable it is as 
a chestnut, the more it is worth to the 
advertiser, as, for instance, ‘‘ children 
cry.” When the notice has been in- 
serted for forty or fifty times, the type 
becomes worn. It ought to be changed, 
and is changed by every good printing 
house. Sometimes it is well to specify 
that it shall have different display. 


WIsE men argue causes and fools 
decide them.—A nacharsis, 
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CASH FOR RETURNED GOODS. 


A new rule has been recently adopted 
by the New York dry goods stores, 
which so long as it is not practiced 
generally tends to attract considerabie 
trade. That is, an announcement that 
they will return the cash to any dissat- 
isfied customer upon the return of the 
goods. Action of this kind has long 
puzzled country storekeepers to know 
what to do when customers demand 
their cash back again. It is the com- 
mon- practice all over the country to 
exchange such goods for others, but it 
is rare that a store returns the money. 
Of course, it is always supposed that 
the goods have been recently purchased, 
and one shoe store in the mentioned 
city stamps the date of the sale on the 
inside of the shoes. In dry goods, a 
dated slip is given to show when the 
goods were purchased. 

Storekeepers have hesitated in paying 
back money, and because they do not do 
so generally, the store that advertises 
to oblige customers in that way is apt 
to get the larger trade. Of course, cut 
goods could not be taken back, except 
a proper amount was allowed for put- 
ting them on the bargain counter. But 
all goods that are salable in the shape 
they are returned are exchanged for 
money. In the case of warranted cut 
goods, like a guarantee of all wool, 
they are likewise exchanged for cash. 
The return of money in this way greatly 
gratifies the customer, and causes such 
customer to make more purchases, par- 
ticularly when there is some one at 
home to be consulted. 

But a country store can lose nothing 
by announcing that it will do business 
in that way, for, among other good 
features, it is a practical guarantee to 
customers that they are being squarely 
dealt with, a most important feature in 
itself in these days of deception.—Dry 
Goods Bulletin. 





ADVERTISING IN TRADE PAPERS. 
From the Ironmonger. 

The mediums being determined 
upon, give the material you insert 
careful consideration. My views on 
this point are different from most ad- 
vertisers ; at least, few if any follow my 
plan. I believe in frequent change of 
copy, never running an advertisement 
over a month without change. I never 
run the same ad. in any two papers. 
This entails much work, but I think it 
Where you have a regular 


pays. 
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stereotyped ad. that runs the same in 
all papers and for all time, it loses its 
effect ; the eye of the reader in glancing 
over the ads. recognizes the old-timers 
and they actually become eyesores, 
while the new ad. catches the eye, and 
if attractively written, is read ; he does 
not see this often enough to become 
tired of it until a new change is rung 
n. By and by he expects the change, 
and says; ‘* Well, what’s he got to 
say this time?” Use catch headings, 
and have ads. set up, if possible, so 
no matter, if occupying comparatively 
small space, it will Le so prominent as 
to catch the eye of any one who looks 
at the page. Don’t try to say too 
much, and don’t get up any fancy cut, 
with so much on it and of such fantas- 
tic lettering, you have to send a solu- 
tion with every ad. Use plain block 
type, so plain that *‘ he who runs may 
read.” Many advertisers give far less 
attention to the matter for ads., in- 
volving thousands of dollars, than they 
do to a letter involving a transaction of 
ten dollars. 

In conclusion, I would emphasize 
the efficacy of catch heads, made very 
prominent and conspicuous. ‘‘ IF 
BABY’S GOT THE CROUP, use 
Jones’ Cough Elixir,” will be read ten 
times, where ‘* use Jones’ Cough Elixir 
if baby’s got the croup” would not be 
read once. Don’t waste so much room 
on firm’s name and address. I havea 
hard time getting papers to use less 
space for this purpose. If the reader 
is interested in the subject matter of 
the ad., he will find out who you are 
and where you are; if not interested 
in the material advertised, he doesn’t 
care who you are, or whether your fac- 
tory is in Podunk or Coon Hollow.— 
Chas. E. Bonnell, Mgr. of Nubian 
Tron Enamels. 


er oa 
IT STILL EXISTS IN THE P. O. D. 


The intelligence and virtue of So- 
crates were punished with death. 
Anaxagoras was dragged to prison. 
Aristotle, after long persecution, swal- 
lowed poison. Galileo was impris- 
oned, and Descartes was horribly per- 
secuted in Holland for publishing his 
opinions. This persecution of science 
and genius lasted till the close of the 
seventeenth century.—D’/sraeli. 
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THE Arkansaw 7homas Cat is run 
on this unique platform: ‘* Our prin- 
ciple—the elevation of horse thieves 
and public morals,” 
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PRINTERS’ INK AND THE POST- 
OFFICE. 


The correspondence here reproduced 
exhibits at one view the peculiar treat- 
ment meted out to PrinTers’ INK by 
the Post-Office Department. 

Whoever reads these letters of in- 
quiry and the replies to them, where 
any were vouchsafed, will not fail to 
get a fairly accurate knowledge of the 
case, and to observe the extreme diffi- 
culty which the publishers have had in 
extracting from the officials at Wash- 
ington such information as would en- 
able them to so conduct their business 
as to avoid official criticism and the an- 
noyance atid expense thereby entailed : 

The first communication received by 
the publishers of PRINTERS’ INK was 
as follows : 


Post-Orrice, New York, N. Y., Execu- ) 
tive Division, Department of Records > 
and Correspondence, Jan, 9, 1892. 


Messrs: Geo. P. Rowell & Co., 10 Spruce 
Street, New York; 


GenxtLemen—I have to inform you that 
this office is in receipt of a communication 
from the Third Assistant Postmaster-General 
at Washington, directing that the certificate 
of entry issued to you admitting Prinrers’ 
Ink to the mails as second-class rates of post- 
age be canceled. i 

You will therefore be required to pay post- 
age at third-class rates, one cent for each 
two ounces or fraction thereof on all copies of 
this publication hereafter presented for mail- 
ing at this office. 

Very respectfully, 
C. Van Cort, Postmaster, 
Per J. Gaylor, As.’t P. M. 

The paper received by the New York 
Post-Office from Washington was* as 
follows : 

Post-Orrice DEPARTMENT, 


Office Third Ass’t Postmaster-Gen., U 
WASHINGTON, Jan. 8, 1892. ) 


Postmaster, N. Y.: 


Sir—Printers’ Ink, published in your city 
by Geo, P. Rowell & Co., was originally ad- 
mitted to the second class of mail matter on 
what was supposed to be a legitimate list of 
subscribers, but its circulation was subse- 
— found to be mainly gratuitous, and 
t 4 ' ens of entry was accordingly can- 
celed. 

Afterwards a subscription list, averred to be 
bona fide and paid for by customers of the 

per at the regular rates and by them circu- 

ted among their patrons, was presented to 
the Department; and while some uncertainty 
existed as to the legitimate results of this 
method of securing a circulation, the publish- 
ers were given the benefit of the doubt and 
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the paper was again admitted to the second 
class, 
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It now cppears, from evidence in possession 
of this office, that the publishers have broad- 
ened their plan of securing alleged subscrip- 
tions by placing at the disposal of all yeariy 
advertisers subscriptions to the paper of the 
nominal value of the charge for advertise- 
ments inserted. In view of these facts, the 
Assistant Attorney-General for the Depart- 
ment, after a full and careful examination of 
the case, has rendered an opinion that the 
publication is not entitled to the privileges of 
second-class mail matter, and you are there- 
fore instructed to cancel the certificate of 
entry heretofore authorized, and to require 
— at the third-class rate on all copies 

erea(ter presented for mailing at your office. 

Very respectfully, 
A. D. Hazen, 
Third Ass’t Postmaster-General. 

January I1, in answer to a request 
from them, the publishers of PRINTERS’ 
INK received the following : 

House or Representatives, U.S., | 
Wasuincton, D.C., Jan, 11, 2892. § 

I will go to the Post-Office Departme::t and 

see what can be done. 
Yours truly, 
Amos J. CUMMINGS. 


The next communication received 
from Washington by the New York 
postmaster was as follows : 


Wasuincton, D. C., Jan. 11, 1892. 
Postmaster, New York: 


May mail Prinrers’ INK as second-class 

matter on deposit of third-class postage, 
. . D. Hazen, 
Third Assistant f’. M.-Ger'l. 

2.15 P.M. 

Next day the publishers of Print- 
EkS’ INK sent the following letter to 
General Hazen : 

New York, Jan. 12, 1892. 
Hon, A, D. Hazen, Third Assistant Post- 
master-Generval, Washington, D. C.: 

Dear Sir—-Among the advertisers in 
Printens’ Ink who have become entitled to 
650 paid subscriptions in consideration of an 
order for advertising amounting to $1,300 is 
Mr. Roy V. Somerville, sp<cial agent in New 
York for a list of preferred Canadian papers. 

With a view of using these subscriptions 
profitably, Mr. Somerville inserted the adver- 
tisement in Printers’ Ink in the issue of 
January 13, which is attached to this sheet: 

THE ADVERTISEMENT. 


Every druggist in Canada doing business in 
a town or city of 2,000 inhabitants and over, 
who will cut out this e#¢7re advertisement and 
mail it to me before the rst of February next, 
with the blanks below clearly and neatly filled 
in with an unbiassd opinion (based on business, 
not political, reasons), as to the very best pa- 
per or papers in his town or city for advertis- 
ers to use to reach the most and the best cus- 
tomers, will have sent to him for the balance 
of 1892 one copy each week of Printers’ Inx 
(subscription $? per year), entirely at my ex- 
pense. Give tivo papers in each class where 
more than two are published, but one on/y 
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where there are Sut ¢wo. Do not write letters, 
simply fill in the blanks provided. 
oy V, SOMERVILLE, 
Special agent for ‘ Preferred Canadian Pa- 
pers,’ Times Building, New York. 
CANADA'S BEST PAPERS. 


FIR cccasscestesions i ieehsknkedanes 


“ 


Best Paper .....-secers pekedeenrdmens ocene etd 
PPPs vic inc cvicvecseysesercotes 
Circulations : 





Candid Reasons for above Selections: 


Will you kindly inform us whether, in your 
opinion, the subscriber Mr. Somerville obtains 
will not have paid for his subscription to 
Puinters’ INK in a way that will be a reason- 
able equivalent to paying the subscription 

rice? Whether such will not be in fact a 
na-fide subscriber to Printers’ INk—such 
as may be oy added to the subscription 
list without doing violence to any existing 
law? We intend inviting a pty free discus- 
sion in the newspapers of the country of the 
uestion: ‘‘What Constitutes a Bona-Fide 
Subscriber ?”’ and this letter is written with a 
view of being reproduced in the pages of 
Painters’ Ink, together with your reply. 

Trusting that you will favor us, we are your 
obedient servants, 

Gao, P. Rowe i & Co. 


In due course the following reply 
was received : 


Post-Orrice DEPARTMENT, } 
Office of the Third Assistant Postmaster- | 
eneral, 
WasuincTon, D.C., January 13, 1892. 

Messrs. Geo. P. Rowell & Co., New York : 

GENTLEMEN—Yours of the 12th inst., relat- 
ing to the status of certain alleged subscribers 
to Printers’ Ink, is at hand. 

In reply, I beg leave to state that as the 

uestion submitted is involved in the case of 

RINTERS’ Ink—recently excluded from the 
second class of mail matter, underan opinion 
of the law officer of this Department—it is 
thought proper to file your letter with the 
other papers, and when your attorney, Judge 
Carpenter, appears before the Department, as 
proposed, the matter will be carefully consid- 
ered. Very respectfully, 

(Signed) A. D. Hazen, 
Third Assistant Postmaster-General. 


The letter next addressed to the 
Third Assistant Postmaster-General 
was as follows : 


New York, Jan. 13, 892, 
Hon. A. D. Hazen: 

With a hope of attracting attention to the 
present law, so far as having refer: nce to the 
mailing of newspapers, we are attempting in 
the next issue of Prini ERs’ INK to start a dis. 
cussion of the subject. 

We can imagine that no one, not even our- 
selves, would be more glad than you and the 
Post-Office Department to have a law framed 
and passed which would be so definite and 
certain of interpretation as to prevent any 
question under it ever arising—as definite, for 
instance, as the law is regarding the trans- 
portation of letters. 

With a hope of bringing to your direct at- 
tention whatever we may say on the subject, 
we have taken the liberty of adding your name 
to the subscription list, and for the same pur- 
pose we also add the name of Congressman 
Amos J. Cummings, who has been good 
— to take some interest in PRinTgExs’ 

NK. 

If it is not legitimate and proper for us to 
add these two subscriptions on the terms, and 
for the reasons above expressed, may we not 
ask that you will favur us with information to 
that effect, and see to it that we may not 
thereby be allowed to suffer or be punished 
for our ignorance? Very respectfully, 

Geo. P. Rowg it & Co, 


To this letter no immediate reply 
was made, and soon after another in- 
quiry, that suggested itself in the 
course of business, was addressed to 
the Department, as follows : 


New York, January 21, 1892. 
Post-Office Department, 
Washington, D. C.: 

GENTLEMEN—The enclosed letter was re- 
ceived this morning. 

It requests that the name of the Fureka 
Advertising Agency be placed on PRINTERS’ 
Ink mailing list, and that the paper be sent 
regularly. It is customary for newspaper 
publishers to send papers to advertising 
agencies without charge. 

If Printers’ Inx is sent to this advertising 
agency without charge, will that fact in any 
way prejudice its right to be admitted to the 
mails as second-class matter ? 

A wore will oblige 

our obedient servants, 
Geo. P. Rowe t & Co., 
. Publishers of Printers’ Ink. 

P. S.—Please return the enclosure. 

z 





The Eureka does business 
on a strictly cash basis, and 
is the only agency between 
N. Y. and Buffalo, 
Office of 
Eureka Advertising Agency, > 
BincuamtTon, N. Y., Jan. 20, 1892. } 
Geo. P. Rowell & Co., 
10 Spruce St., New York City : 
Gents—Replying to yours of the rgth 
inst., concerning an order for space in 
Printers’ Ink, will say that we expect 
to be able to send you some business a 
little later on. Would it not be well to 
place us on the exchange list and send 
us the paper regularly ? 
Enclosed we hand you $1.00, fer which 
kindiy send us your book for advertisers. 
ours respectfully, 
(Signed) 
Eureka ADVERTISING AGENCY. 


(Enclosure.) 


























Two days later, and before any an- 
swer had been received to either of the 
two last letters printed above, it oc- 
curred to the publishers of PRINTERS’ 
Ink that perhaps a variation of one of 
the plans adopted for securing sub- 
scribers might make it wholly unobjec- 
tionable to the P. O. D., so the follow- 
ing communication was sent : 

New York, January 22, 1892. 

Post-Office Department, 

ashington, D. C.: 

GENTLEMEN—We desire to issue the in- 
closed offer to persons likely to be interested 
in Printers’ Ink and its subscribers. e is- 
sued a notice precisely to the same effect a 
few weeks ago, and on account of this our 
paper has been excluded from the mails as 
second-class matter, owing, we think, to a 
misunderstanding of the facts, 

We now desire, therefore, to learn from the 
Department, before issuing this notice, 
whether we have or have not the right to 
issue it without prejudicing our right to enter 
our paper at the Post-Office as second-class 
matter. Your reply will oblige 

Your obedient servants, 
Geo. P, Rowrt & Co. 
OUR OFFER. 

If you will obtain for us seventy-eight sub- 
scribers for Prinrers’ Ink, and pay us for 
them at the rate of $2 each, or $156 in all— 
which is exactly double the usual price—we 
will give you, without charge, a four-line ad- 
vertisement in fifty-two issues of PrinTEKs’ 
Inx. For more subscribers, at the same rate, 
we will give an advertisement larger in the 
same proportion. 

It will be observed that subscriptions 
were NOT offered to the full amount of 
the money to be paid, but to one-half 
the amount—when the order was for a 
full year and paid for at fifty-two times 
the one-time price. 

In the hope of drawing out informa- 
tion that might be of use as a side-light 
on the question, since all efforts to get 

direct answers appeared to be met 
with neglect, the following letter was 
written : 
New York, January 23, 1892. 

Post-Office Department, 

Washington, D.C.: 

GENTLEMEN—There is published in New 
Haven, Connecticut, a monthly paper called 
the Household Pi/ot,** devoted to the interest 
of every American household.’’ Its subscrip- 
tion price is stated to be — a year, and 
it is said to be “tthe cheapest paper in 
America.” 

Inclosed is an advertisement of the House- 
hold Pilot, in which they offer to send the 
paper free to any one who will send 1o cents 
to pay postage, and the names and address of 
five lady friends who would like to have 
sample copies of the Household Pilot. 

e would be glad to know if there is any- 
thing in this advertisement that infringes any 
post-office law or regulation ; that is, whether 
subscribers obtained in this way are or are not 
entitled to receive their papers through the 
mails at second-class rates. 

Your reply will oblige 
our obedient servants, 

Geo. P. Rowe.t & Co. 
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ENCLOSURE. 


Send us 10 cents to postage, and 
the names and euidreesss 
lik ; copies of the Hi Sohal 
e sample of 
ONE Pilof,and we will mail it to you one 
ear 


of cost. A 8-page 
jumn ‘Illustrated Houscheld 
_ and Farm Journal, one of the best 
YEAR in existence. Now in its 13th year. 
Devoted to short and inte 
stories, Fancy Work, or 
FREE Horticulture, Agriculture an 
- everything of interest to the whole 
family. Prizes given 
away. Address PiLot ING 
Co., New Haven, Conn. 














On the morning of the 26th the fol- 
lowing letter (dated 7th) was received 
by the publishers of PRINTERS’ INK : 

Post-Orrice DEPARTMENT, 
Office of the Third Assistant Postmaster. | 
General, 
WasuixcrTon, D. C., January 7, 1892. | 


Messrs. Geo. P. Rowell & Co., 
New York, N. ¥.: 


GenTLEMEN — Acknowledging receipt of 
your favors of the 21st and 22d inst., relative 
to Printers’ Ink, permit me to state that the 
‘permit ’’ allowing the periodical to pass in 
the mails as second-class matter was canceled 
under the advice of the law officer of the De- 
partment. 

At the instance of your attorney, the Post- 
master of New York was authorized to mail 
it as second-class matter on the deposit of 
postage at the third-class rate, pending a de- 
cision on your ye ges from the action of this 
office. In view of these facts, 1 do not feel 
warranted in considering any propositions in 
regard to advertisements or subscriptions to 
the publication until its status is finally de- 
termined. Very respectfully, 

A. D. Hazen, 
Third Assistant Postmaster-General. 


To this letter, which really conveyed 
no information to them, the publishers 
of PRINTERS’ INK made answer as fol- 
lows : 

New York, January 26, 1892. 
Hon. D. A. Hazen, Third Assistant Post- 
master-General, Washington, D, C. : 

Dear Sir—Your letter dated Jan. 7th (?), 
which purports to be in answer to ours of 
ay 21st and 22d, is at hand, and utterly 

ails to answer either of the above-named 
letters, 

We are also without answer to our inquiry 
of the 23d. We believe that we are entitled to 
something more definite. 

Very respectfully, 
Gero. P. Rowett & Co, 

P. S.—In our letter of 21st inst. we asked 
that the enclosure be returned. May we not 
now ask that that request be complied with ? 

This letter brought an immediate 
answer as follows : 

Post-Orrice DEPARTMENT, 
Office of the Third Assistant Postmaster- 
General, Washington, D. C., 
January 28, 1892. j 
Messrs. G. P. Rowell & Co., 
New York, N. Y.: 
Sir—Acknowledging receipt of your favor 
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of the 26th inst., and referring to previous 
communications, | beg leave to state that this 
office has neyer questioned the right of a pub- 
lisher of a legitimate second-class publication 
to send complimentary copies at pleasure. 
The other questions submitted are in a meas- 
ure involved in the case of Printers’ INk, 
aid will be considered therewith. 

Please excuse the failure to return the letter 
from the Eureka Advertising Agency as re- 
quested, It was an oversight. 

: Very respectfully, 
A. D. Hazen, 
Third Assistant Postmaster-General. 


It will be observed that this letter 
contains the only ray of light that has 
come into the correspondence so far. 
It is interesting to note that a ‘‘ legiti- 
mate” publication may send an un- 
limited number of sample copies. The 
sum of all the information to be ex- 
tracted from it, however, is the natural 
inference that there was no impropriety 
in sending a free copy of PRINTERS’ 
Ink to Congressman Cummings and 
Third Assistant Hazen. 

Still pursuing their efforts to gain 
information, the two letters that here 
follow were dispatched and elicited an- 
swers which go to show that the man 
who wants information about Post- 
Office laws must interpret them for 
himself and take the risk of afterward 
being summarily dealt with. 

New York, Feb. 2, 1892. 
Hon. A. D. Hazen, Third Assistant Post- 

master-General, Washington, D. C.: 

Dear Sir—If a newspaper has one hun- 
dred and one subscribers, each one of whom 
has 1n writing asked to have his name placed 
on the subscription list, and has paid the full 
subscription price in cash, his own money for 
his own subscription, has that newspaper, by 
means of those one hundred and one subscrib- 
ers, acquired a legitimate subscription list ac- 
cording to the meaning and usage ot the 
Post-Office rulings? Your reply will oblige 
yeur obedient servants, 

Geo, P. Rowe. & Coe, 

P. S.—If one hundred legitimate subscrib- 
ers do not constitute a levitimate subscription 
list, will you kindly tell us what number the 
Post-Office has fixed upon ? 


Post-OrFicek DEPARTMENT, ) 
Office of the Third Assistant | 
Postmaster-General, 
WasuincTon, D. C., February 2, 1892. 
Mews, Geo. P. Rowell & Co., New York, 

GextTLeMEN—Your favor of yesterday in- 
quiring what constitutes a legitimate list of 
subscribers to a second-class publication is at 
hand. 

In reply, permit me to state that the ques- 
tion submitted is involved in the case of 
Printers’ Ink, now under consideration by 
the law officer uf this Department, and until 
his opinion is received this office would not 
be warranted in discussing the subject. 

Very respectfully, 
A. D. Hazen, 
Third Assistant Pustmaster-General. 
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New Yok, Feb 1, 1892, 


Hon, A. D. Hazen, Third Assistant Post. 
master-Generai, \Vashington, D.C, : 


Dear Sir—There is in this city a firm of 
ublishers, Harper Brothers by name. The 
essrs. Harper forty-two years ago estab. 
lished a publication called Harfer’s New 


Mouthly Magazine. The writer has hearda 
member of the firm of Harper Brothers assert 
that the magazine was established primarily 
for the purpose of advertising their books and 
other publications. It is said that there have 
been times when Harfer’s Magazine has 
declined to insert any advertisements for any 
other firms either in the same or in any other 
line of business, The issue of Harfer's 
Magazine for February contains twenty 
pages of advertising of Harper Brothers’ 
publications and eighty-three pages of adver- 
tisements of other houses. In the December 
issue there are forty pages of advertising of 
the other publications of the house of Harper 
Brothers. 

For the purpose of aiding us to conduct our 
business without transgressing any rule of the 
Post-Office Department, will you kindly in- 
form us whether it would be as legitimate to 
issue a magazine devoted to the science of ad- 
vertising as it is to issue one devoted to liter- 
ature, and if not, why not? If it is justas 
legitimate to issue one as the other, will you 
then kindly inform us whether it is just as 
legitimate for a person wh: is a dealer in ad- 
vertising to issue a magazine devoted to ad- 
vertising as it is for one who is a dealer in 
books or literature to issue one devoted to 
books and literature, and if not, why not? 

Will you kindly inform us what regulation 
the Post-Office Department has made having 
a bearing upon or a tendency to govern the 
number of pages of their own advertisements 
which Messrs, Harper Brothers may properly 
insert in their magazine, and tell us also 
whether the same rule will apply to a maga- 
zine devoted to advertising and issued by an 
advertising agency, and if not, why not? 

We desire your reply for the purpose of 
bringing it before the advertisers of the 
United States and the publishers of the trade 
journals of the United States, for the instruc- 
tion and advantage of all. 

Hoping that you will favor us, we remain 
your obedient servants, 

Geo. P. Rowett & Co. 

P. S.—If Harper's Magazine had been 
established four years instead of forty, would 
that fact have any bearing on the Post-Office 
rulings, and if so what bearing? Piease in- 
struct us as fully as may be. 


Post Orrick DePparTMENT, 
Office of the Third Assistant 
ostmaster-General, 
Wasuincton, D. C., Feb. 3, 1892. 
Geo. P. Rowell & Cr.: 

Your favor of yesterday, relative to the 
insertion of the advertisements of the pub- 
lishers in periodical, of the second class, is at 
hand, 

In reply, permit me to state that the ques- 
tion submitted is involved in the case of 
Printers’ Ink, now under consideration by 
the law officer of the Department, and until 
his opinion is received this office would not be 
warranted in discussing the subject. 

Very respectfully, 
; ; ® D. Hazen, 
Third Assistant Postmaster-General. 


Still pursuing efforts to obtain in- 
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formation about Post-Office laws and 
regulations, the senior publisher of 
PRINTERS’ INK addressed the Post- 
master-General (from his summer home 
among the White Mountains), putting 
a case that would parallel that of 
Printers’ INK. His letter here fol- 
lows : 
Prospect FARM 
Lancaster, N. H., Feb. 9, 1892. t 


Hon. John Wanamaker, 
Postmaster-General, 
Washington, D. C.: 

Dear Str—I have a large farm in this place 
and a fairly good herd of thoroughbred short- 
horns. Farming is not profitable. I was at 
one time publisher of one of the village papers 
issued at this place,and during my lifetime 
have had many dealings with newspapers, 
publishers and advertisers. 

I have in my mind the idea of establishing 
a weekly journal to be devoted to advancing 
the interests of those persons in every part of 
the country who are engaged in the busiaess 
of butter and cheese making, I expect an 
advertising patronage from persons who sell 
butter, cheese and butter and cheese making 
implements ; also from farmers and amateur 
butter makers. My paper will pay attention to 
questions having a bearing upon the quality 
of butter and cheese; the best methods of 
making, selling, packing, handling, preserv- 
ing, etc., and will deal with questions relating 
to substitutes for butter and everything hav- 
ing a bearing upon the production and treat- 
ment of milk, 

‘That my paper will have the largest success 
it will, I think, be important to me that it 
shall regularly reach a large proportion of the 
people who are engaged in alesis cream- 
eries and cheese factories, as well as farmers 
and others who produce and sell milk. It will 
be in the power of all managers of creameries, 
cheese factories and milk dairies to materially 
aid me in the way of obtaining subscribers 
from among those of whom they buy and to 
whom they sell. 

Their own interests are likely to be advanced 
by having the paper read by as many as pos- 
sible of those with whom eg deal, either as 
buyers or sellers. I have thought of securing 
the active co-operation of these men (dealers) 
by offering to each the privilege of obtaining 
an indefinite number of subscribers for my 
journal on such terms as they choose to make 
with their customers, and allowing the sub- 
scription price to stand to my credit until I 
am able to take pay in butter, cheese or milk, 
and I am willing to agree to accept payment 
at the highest retail price of these articles. 
The regular subscription price of the paper by 
the year to be charged by me in every case. 

I should not have any doubt about my right 
to do all this were it not that I am a reader of 
Printers’ INK, a paper published in New 
York, that appears to obtain subscribers upon 
a somewhat similar plan, and which has, I see 
by late issues, been excluded from the mails 
as second-class matter. 

Not wishing to embark capital in an en- 
terprise which may be pronounced illegal or 
irregular, I desire before proceeding further 
to obtain from the Post-Office Department 
an assurance that the plan is not objected to, 
or some instructions as to how it must be mod- 
ified so as to become unobjectionable, 
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It is, perhaps, proper to state that I shall 
either be obliged to become a dealer in butter 
and cheese or shall have to arrange with 
some dealer to dispose of the stock which I 
am confident | shall obtain in payment for 
subscriptions, and, perhaps, in other ways. 

You will, perhaps, perceive that in order to 
conduct my journal to best advantage it will 
be important that I shall have an intimate 
knowledge of all the ins and outs of the busi- 
ness, and practical experience in dealing with 
new questions that arise. 

My journal will be a good medium in which 
to advertise such merchandise as butter, 
cheese and milk producers buy, sell or use. 
Such advertisements will be one of my sources 
of income—possibly the principal source. Will 
it violate the postal laws and exclude the 

per from the mails as second-class matter if 
ir dvertise such goods in my own name, either 
in a small or a large way ? 

I would further be glad to be told whether, 
when I secure an advertising patron, | may 
send the paper to him free while his adver- 
tisement appears. Please tell me, also, 
whether there will be any objection to my of- 
fering to sell subscriptions to persons who ad- 
vertise with me, and accept payment from 
them for the subscriptions they furnish? 
They will naturally be the persons most in- 
terested in making certain that the paper has 
a large subscription list among the right sort 
of readers. 

You are doubtless aware that it is customary 
with most newspapers to make a reduction 
upon the rate charged for advertisements 
when the advertisement is continued by the 
quarter or year. I have an impression that I 
could arrange with some of my advertisers to 
pay the full schedule one-time rate for yearly 
advertisements if I would give them a certain 
number of paid-in-advance subscriptions in- 
stead of cash reduction; but I am told that 
to do this would be a violation of the postal 
laws, and cause my paper to be refused a per- 
mit to be carried in the mails as second-class 
matter. I don’t myself see how this can be, 
but to protect myself from embarrassment 
and loss would be glad to have the Post-Office 
Department's ruling on the subject, and to be 
referred to the law upon which the ruling is 


In order to state my case fully I have been 
obliged to write at considerable length. The 
fact is, the matter is one of a good deal of im- 
portance to me, and I wish to get started right 
so that there shall not be, so far as the Post- 
Office Department is concerned, any unex- 
pected difficulties to surmount after I have in- 
vested capital in the enterprise and proceeded 
so far that I cannot recede without losses that 
would prove disheartening, if not ruinous. 

An early reply will oblige 

Your*obedient servant, 
G. Pressury Rowe tt. 

P. S—I have been informed by a gentle- 
man who has had occasion to make somewhat 
similar inquiries of the Post-Office Depart- 
ment that it isa custom of the Department 
to write in reply that the questions have been 
referred to the law officer of the Post-Office 
Department, and that any further answer is 
slow about coming, and if it ever comes is a 
to be so indefinite as not to be of any use in 
solving the questions asked, May I not hope 
that in this case I may be so fortunate as te 
receive an early, full and definite reply ? 


Mr. Wanamaker answers the letters 
but refrains from giving any informa- 
tion. His reply is here reproduced ; 
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Orrice OF THE PosTMASTER-GENERAL, | 
Wasnincrton, D. C., February 13, 1892. { 


Mr. G. Presbury Rowell, 
Lancaster, New Hampshire: 


Sir—Your letter of the gth instant propos- 
ing a number of inquiries regarding the prob- 
able action of the Post-Office Department in 
connection with a weekly journal to be devoted 
to the interests of butter and cheese making 
which you say you have an idea of establish- 
ing has been received. In reply, I beg leave 
to say that it is the rule of this Department— 
indeed, I believe it is the policy, as well of all 
the other departments of the government—to 
decline giving specific answers to merel — 
thetical questions. Upon reflection, | think 
you will see the reasonableness, if not the ne- 
cessity, of this rule. 

_ I need only say, in addition, that when your 
journal is started, and a formal application for 
its entry into the mails as second-class matter 
is made, accompanied with a copy of the pub- 
lication, the Department will give the case 
prompt consideration, 

Yours very respectfully, &c., 
Jno. WANAMAKER, 
Posmaster-General. 

By this letter it might be inferred 
that the only way to learn what the 
Post-Office authorities will and will not 
object to is to try the experiment and 
note the result. It may be ruinous, 
but with that part of it the officials in 
Washington are not interested. 

About this time an application was 
received from the publisher of the 
Brooklyn Standard-Union (edited by 
Murat Halsted), which necessitated a 
decision, and the following letter was 
thereupon addressed to the Post-Office 
Department : 


Editorial Department Printers’ Ink, t 
New York, April 13, 1892. 
A. D. Hazen, Esq., 
Third Asst P. M. General, 
Washington, D.C.: 

Dear Sir—We have in mind issuing a so- 
called ** Hotel Edition” of Printers’ Ink. 
The idea is to prepare an issue of the paper 
with special reference to the needs of hotcl 
proprietors who begin advertising—or contem- 
plate doing so—at this season of the year. 
Articles on how, when and where to advertise 
summer resorts would be prepared by compe- 
tent persons, and we should expect to send 
sample copies of that issue to all names ap- 
pearing in the Hotel Red Book with a view of 
securing additional subscribers. We should, 
of course, want to announce such a special edi- 
tion in acvance and solicit advertising for it. 

The writer is informed that a similar course 
in connection with our Special Druggists’ 
Edition had something to do with our present 
Post-Office difficulty, and therefore writes to 
you for information before taking any steps in 
the matter. 

Would issuing such a Hotel Edition as is 
contemplated prejudice ovr case now under 
consideration ? 

An early reply will oblige 

Yours very respectfully, 
Epitor oF Printers’ Ink. 


Post-OrFice DEPARTMENT, 
Office of the Third Assistant Pectniealil 
General, 
WasuinGTon, D. C., April 15, 1892, } 
Editor of Prixvexs’ Ink, 
New York, N.¥.: 

Sir—Your favor of the 13th inst., asking 
advice of the Department concerning a pro- 
posed ** Hotel Edition” of Prinreks’ Ink, is 
at hand. 

In reply, permit me to invite your attention 
to a letter, dated February 13, 1892, addressed 
by the Postmaster-General to Mr. G. Presbury 
Rowell, of Lancaster, N. H., in which he 
stated that “‘ It is the rule of the Department 
* * * to decline giving specific answers to 
merely hypothetical questions.” It will thus 
be seen that this office would not be warranted 
in passing upon the propositions submitted, 

Very respectfully, 

(Signed) A. D. Hazen, 

Third Assistant Postmaster-General. 


This portion of the correspondence 
ought to prove interesting reading for 
the citizen who believes that the vari- 
ous branches of Government are main- 
tained for facilitating and not for the 
hampering of business. There was 
nothing hypothetical about the question 
asked. It dealt with an actual condi- 
t.on and was a matter of dollars and 
cents. The publishers of PRINTERS’ 
INK had issued a hotel edition once a 
year in times past, but in view of 
rumored rulings of the Department 
they now asked whether this was an 
infraction of the Post-Office regula- 
tions. 

Not discouraged by the ill success of 
previous efforts, the publishers of 
PRINTERS’ INK made other inquiries 
as follows: 

Inquiry Number One. 
New York, April 15, 1892. 
Hon. Fohn Wanamaker, Postmaster-Gen- 

eral, Washington, D. C.: 

Dear Sir—We beg to call your attention 
to a Chicago publication called the A merican 
Advertiser, published by John K, Allen, 
vice-president of the “Chicago Publishers’ 
Association,” whose resolutions in regard to 
PrinTers’ INK you printed in the March issue 
of the U. S. Postal Guide. 

In order to secure subscribers, the publisher 
of the American Advertiser makes this 
offer : F ‘ 

“T give a $10 subscription, which 
includes the paper one year, and 24 
electrotypes, sent prepaid all at once, 
or two each month during the year, 
from entirely new designs,” 

The offer is also made to send the paper for 
$2 a year with a premium of two advertising 
cuts. 

The publishers of Printers’ Ink have in 
times past offered to give a paid-up subscrip- 
tion to Printers’ Ink for one year asa dis- 
count upon the price of an-order for advertis- 
ing amounting to so much as $10. 

fs there anything objectionable to postal 
laws, rules or regulations in either of these 
methods ? 
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If we continue to offer subscriptions to 
Printers’ Ink on the terms stat:d, will it 
prejudice our case now under consideration by 
our Department ? 

A reply will oblige 

Your obedient servants, 
Geo. P. Rowetrt & Co, 


Inquiry Number Two. 
New York, April 16, 1892. 
Hon, John Wanamaker, Postmaster-Gen- 
eral, Washington, D. C. 

Dear Str—We are publishers of the Ameri- 
can Newspaper Directory, an annual, and 
Pxinters’ INK, a weekly. The Newspaper 
Directory is sold for $5, and the subscription 

ice of the book includes a paid subscription 
or one year to Printers’ Ink, The offer as 
published by us now and for some years past 
is printed on page 12 of the enclosed circular : 

Geends as follows : 

GB The subscription price is fivedollars ; 
which includes, in addition to the book, a 
paid subscription for one year for PRinTERS’ 
Ink, which és pitied waihte, and con- 
tains, in almost every tissue, information 
needed to bring the Directory reports down 
to date. 

If there is anything irregular or illegal about 
this offer, or anything calculated to prejudice 
the case of Printers’ INK, now under consid- 
eration before your Department, we desire to 
be informed, so that the offer may be with- 
drawn from this time forth. 

Please instruct us on this subject, and oblige, 

Your obedient servants, 
Geo. P. Rowgeit & Co. 


The Typical Post-Office Department 
Answer. 
Post-Orrice DEPARTMENT, } 
Office of the 3d Ass’t Postmaster-Gen., 
Wasuincton, D. C., April 19, 1892. 
Messrs. Geo. P, Rowell & Co.: 
GextTLemMeN—Your two letters, both dated 
April 15, 1892, addressed to the Postmaster- 
General, relative to the giving of one year's 
issues of Printers’ INK to purchasers of the 
American Newspaper Directory, and to per- 
sons ordering advertising to the extent of ten 
dollars ($10), have been referred to this office, 
and will be given consideration, 
Very respectfully, 
Maptson Davis, 
Acting Third Assistant Postmaster-General. 
No further answer ever came. 


The following letters illustrate the 
system of conducting the Post-Office 
which makes it necessary for the De- 
partment not only to look into the 
papers which are carried in the mail, 
and study their character and contents, 
but also to Jook into the minds of the 
publishers of those papers for the pur- 
pose of ascertaining that there neither 
is nor ever will be anything deleterious 
to be found in one or the other : 

April 15, 1892. 
Hon. James N. Tyner, 
Assistant Attorney-General, 
Post-Office Dept., Washington, D.C.: 


My Dear Sin—The fact that Mr. Rowell, 
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the publisher of Printers’ Ink, was also the 
owner of the advertising agency which was 
advertised in its columns, seemed to be con- 
sidered by you of importance in the discussion 
of the right of Printers’ Ink to second-class 
rates. 

It is a fact that he yesterday dis d of his 
advertising agency business to * The Geo, P. 
Rowell Advertising Co.” 

This is something that he has had in con- 
templation for more than a year; indeed, I 
made the first papers in the matter more than 
a year ago, but the plan was never put in com- 

lete shape until now. The advertising agency 
os now become a stock company. ‘lhe active 
men are those who have for some time been in 
Mr. Rowell’s employ, and who now assume 
control. They own considerably more than a 
majority of the stock. Mr. Rowell owns a 
minority of the stock, and will be in no way 
actively interested in the company. 

This change has not been made to influence 
the Department in the matter before it— 
Printers’ Ink. It was contemplated long 
before the present trouble about that publica- 
tion. It is the result of an idea long intended 
by Mr. Rowell, and now fully carried out by 
him. The result is to give four men, who have 
been faithful to him for many years, a ma- 
jority interest and the control of the advertis- 
ing business. 

Mr. Rowell intends now to devote his time 
principally to the interests of Printers’ Ink. 
That will be his main business. 

I am informed that the offices of the two 
businesses are to be entirely separate and 
distinct. 

As the joint ownership of the two businesses 
by Mr. Rowell seemed to you to have a bear- 
ing onthe right of Printers’ INx to circulate 
in the second class, I have thought it best to 
notify you of this separation. 

I enclose a copy of the certificate of incorpo- 
ration of ‘‘ The Geo, P. Rowell Advertising 
Company.” 

It is also proposed in the near future to 
incorporate Foonvans’ Ink. This is the con- 
cern to which Mr. Rowell will devote his time 
and attention principally. 

Very respectfully, 

(Dictated.) Puitie CARPENTER. 


OFFICE OF THE 
Assistant ATTOKNEY-GENERAL FOR THE 
Post-Orrice DEPARTMENT, 

Wasuincron, D. C., April 20, 1892. 
Philip Carpenter, Esg., Attorney at Law, 
38 Park Row, New York, N. }.: : 
Sir—It is a query in my mind whether, from 
the statements in your letier of the 16th inst., 
the status of Prinvers’ Ink in the mails is 
changed by the transfer of Mr. Rowell’s “‘ Ad- 
vertising aon to a joint stock company 
with the corporate title of ‘‘The Geo. P. 
Rowell Advertising Aqpess,” The impoftant 
things to know are: hether the advertise- 
ments of the ** Bureau”’ will give way to those 
of the “ Agency” in the several newspapers 
now publishing the former, and. whether 
Pxinters’ Ink will be sent in payment, there- 
for agreeably to the terms of contracts hereto- 
fore made by Mr. Rowell concerning the ad- 
vertisements of the former. Over sixteen 
thousand copies of Printers’ Ink are now 
carried in the mails to pay for these advertise- 
ments, c 
Will Printers’ Ink hereafter be exchanged 
for the advertisements of the “‘Agency,”’ as is 
now done for those of the “‘ Bureau”? If 
not, and there 1s any other plan adopted, or 
likely to be adopted, whereby Printexs’ Ink 
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will be used to further the interests of the said 
“Agency,” it may be well to state it some- 
what in detail. 
Very respectfully, 
as, N. Tyner, 
Assistant Attorney-General. 


About the 21st of May a long letter 
was received from the Postmaster-Gen- 
eral, comments upon which by the at- 
torney for its publishers, General Philip 
Carpenter, of New York, appeared in 
PRINTERS’ INK August 3. It is, there- 
fore, not necessary to reproduce it 
here ; but shortly after receipt of the 
letter referred to the following com- 
munications were addressed to the De- 
partment : 

New York, May 26, 1892. 


Hon. John Wanamaker, 
Lostmaster-General, Washington, D.C.: 


Dear Sir—Ahout six weeks ago (April 15) 
we wrote you, quoting an offer put forth by 
= K. Allen, Vice-President of the Chicago 

ublishers’ Association, as follows: 


“*T give a $10 subscription, which 
includes the paper one year and twen- 
ty-four electrotypes sent prepaid, ail 
at once, or two each month, during 
the year.” 

Mr. Allen also offers to send the paper for 
$2 a year with a premium of two advertising 
cuts, 

In connection with Mr. Allen’s offer, we 
called your attention to the fact that we have 
in times past offered to give a paid-up sub- 
scription to Printers’ Ink for one year, as a 
discount upon the price of an order for adver- 
tising amounting to as much as $10. 

The next day, April 16, we again addressed 
you, calling attention to the fact that we are 
publishers of the American Newspaper Di- 
rectory, an annual, and Printers’ INK, a 
weekly ; that the Directory is sold for $5,and 
that the subscription price of the book in- 
cludes a paid subscription for one year to 
Printers’ Ink, sf 

In our letter of the 15th, we asked you 
whether there was anything objectionable to 
postal laws, rules or regulations in either of 
the methods adopted by Mr. Allen or our- 
selves. 

In the case of the Directory (letter of the 
16th) we asked whether there was anything 
irregular or illegal about the method of sell- 
ing the Directory and Printers’ Ink for a 
combined price. 

In reply to these letters we received a com- 
munication from your Department, under 
date of April 19, signed Madison Davis, Act- 
ing Third Assistant Postmaster-General, in 
which we were informed that our two letters 
were received and had been referred to his 
office, and would be given consideration. 

A month and a week have expired since Mr. 
Davis wrote as above, and we have not yet 
been favored with any further answer. 

These are not hypothetical questions, but 
they are questions in the answers to which we 
are vitally interested. May we not now ask 
the favor of a definite reply without further 
delay. 

Your compliance with our request will 
greatly oblige 

Your obedient servants, 

Geo, P. Rowe. & Co, 





PRINTERS’ INK. 


(Extracts from Official Postal Guide for April); 
Being parts of a letter addressed to Messrs, 
Funk & Wagnalls, publishers Voice. New 
York. Signed S. A. Whitfield, First Assist. 
ant Postmaster-General, and dated March 
asth, 1892: 





‘* When the persons to whom the papers 
were addressed ascertained from the pub- 
lishers that they were sent free, they re- 
quested the postmaster to ‘ Let it come,’ 
and he promptly notified you according- 
ly.”""—Foot of first column, page 16. 

“Permit us to say that your subscrip- 
tion has been paid for a period of six 
months from a fund raised for that pur- 
pose. Your name was forwarded us with 
the understanding that you had been con- 
sulted and agreed to receive the paper and 
read it, We assure you that no bill will 
come to you for it,”—Zop of frst col- 
umn, page 17. 

“The postmaster could not deliver the 
papers until after you had notified the 
parties to whom they were addvessed, or 
at least a few of them, that the paper had 
been paid for for six months, and that no 
bill would follow, thereupon the postmas- 
ter was enabled to deliver.”""— Zap of sec- 
ond column, page 17. 

* They sent a letter to the people, stat- 
ing that the paper was sent free for six 
months, which put a different complexion 
on the matter, and many were then will- 
ing to take it.”—Foot of second column, 
page 18. 

“ After two or three weeks, nearly all 
the copies of the Voice addressed to Can- 
by were refused, and the postmaster noti- 
fied you of the fact, but upon receipt of 
the notice that the paper was paid for for 
six months, and that no bill would be 
sent, he was enabled to make the deliv- 
ery.”’—Center of first column, page 19. 

“The parties to whom the papers were 
sent were kept in ignorance of the fact 
that you did not intend to present any bill 
for the papers, and that they had been 
paid for for six months. There is no 
doubt that if a postal card had been sent 
in response to the postmaster’s notifica- 
tion that the papers were refused, inform- 
ing him that they were paid for, he would 
gladly have distributed the papers.”— 
Upper half of first column, page 20. 

“T trust the foregoing will prove to you 
that the postmasters referred to have had 
no intention to interfere with the circula- 
tion of the Voice.”"—Foot of first Y 





umn, page 20, 








New York, May 27, 1892. 
Hon. John Wanamaker, 
Postmaster-General, Washington, D.C.: 


Dear Sir—Will you kindly read the evi- 
dence herewith enclosed, given before Judge 
Tyner by F. B. Noyes, Esq., of the Washing- 
ton Star, at the hearing in the case of 
Printers’ InK on the sth of March last. It 
sets forth that the ashington Star has 
paid for several copies of Printers’ Ink to be 
sent to persons in Washington whom the 
Evening Star Company have elected to make 
subscribers, 

Now these are legitimate or illegitimate 
subscribers. Will you kindly tell us in which 
class they belong, and point out the law or 

































regulation under which your decision is made. 
Belore answering this ey will Fam 
oblige us by turning to pages 16, 17, 18, 19 
a pl of the United States Official Postal 
Guide for April, and reading the excuses 
there set forth by S. A. Whitfield, First As- 
sistant Postmaster-General, and addressed to 
Messrs. Funk & Wagnalls, publishers of the 
Voice, New York city, wherein he attempts, 
and probably with success, to exonerate post- 
masters who are accused of neglecting the 
duty of distributing copies of the Voice sent 
to persons who have not subscribed for the 
paper, but whose subscriptions have been paid 
for by a fund raised for the pur, by per- 
sons not known to those to whom the pa- 
per is addressed who wish to have them re- 
ceive the paper for some purpose not stated. 
On an accompanying sheet we have copied 
certain extracts which seem to indicate that 
in the mind of the First Assistant Postmaster- 
General it is legitimate for one person to pay 
for a paper to be addressed to another. | 
Your reply will greatly oblige us, especially 
if you will point out to us the law under 
which your decision is made, provided you de- 
cide that the Star subscribers are not legiti- 
mate. Hoping to be favored with an early an- 
swer, we are, Your obedient servants, 
Geo. P. Rowext & Co. 


New York, May 27, 1892. 
Hon. A. D. Hazen, 
Third Assistant Postmaster-General, 
Washington, D. C.: 

Dear Sir—On the 2d of February we ad- 
dressed you, asking you to inform us what 
regulation the Post ce Department has 
made having a bearing upon the amount of 
space devoted to his own advertisements 
which may properly be inserted in a literary 
publication, which was named ; and also ask- 
ing whether the same rule would apply to a 
publication devoted to the subject ot advertis- 
ing issued by some one engaged in the busi- 
ness of advertising ; if not, to tell us the rea- 
sen why. 

In reply to that letter you wrote on the 3d 
of February, saying that the question was in- 
volved in the case of Peinters’ Ixx, then un- 
der consideration by the law officer of the 
Post-Office Department, and said that until 
his opinion is received your office would nut be 
warranted in discussing the subject. 

A printed copy of our original letter, and 
your reply, with some additional matter ap- 
pertaining to the subject, is attached to this 
sheet. It is now nearly four months since we 
addressed you, as above, and we are specially 
desirous of obtaining an answer. 

Hoping that you will favor us without de- 
lay, we are Your obed:ent servants, 

Geo. P. Rowe.t & Co. 


New York, May 27, 1892. 
ITon. Jas. N. Tyner, 
Assistant Attorney-General, 
Washington, D. C.: 
Dear Sir--In a letter recently received 
{rom the Postmaster-General, he says that the 
exclusion of Prixntens’ Ink ** was taken upon 
the advice of Assistant Attorney-General 
Tyner, as the following extract from his 
opinion, dated January 10, 1890, will show,”’ 
and the opinion quoted says : 
i The Department has laid down a 
rule that I hold to be a good one, to 
the effect that the list of legitimate 
subscribers to entitle a publication to 
entry as second-class matter must be 
composed of those persons who them- 
selves make and pay their subscrip- 
tions.” 
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At the time our Mr, Rowell and our Mr, Car- 

nter (our attorney) appeared before you in 
March last, you stated that you did not per- 
sonaliy examine the matter in January, 1890, 
and had nothing to du with the advice given 
as above quoted. Our attorney informs us 
that, as a matter of tact, there was no such 
rule in force at the time named; that it had 
been superseded by Section 332 of the Postal 
Laws and Regulations, which provides that 
‘*a legitimate list consists of subscribers, b 
each of whom, or for each of whom, with his 
consent expressed or implied, payment of the 
subscription price has been made or agreed to 
be made.” 

At the time we parted from you in Wash- 
ington, on March 5, you informed us that the 
case of Printers’ [nx should have an early 
decision. 

The Postmaster-General, in a letter which 
he wrote to us on the 2d of March, was 
enough to say that it was his intention *‘to 
carefully consider the case when the Assistant 
Attorney-General shall have submitted his 
conclusions.’’ Will you kindly inform us 
whether our attorney, Mr, Carpenter, is right 
when he assures us, as above stated, and also 
whether your conclusions in the case have yet 
been submitted to the Postmaster-General. 

We do not understand that it is the inten- 
tion of the Department to exclude us—cadso- 
éutely—from the business of publishing a 
newspaper. What sort of a newspaper we 
publish and how we publish it is now pretty 
well understood. 

Voluminous evidence has been before you. 
We maintain that we are publishing a paper 
strictly in accordance with every requirement 
of law, but notwithstanding this we have re- 
peatedly expressed our willingness to modify 
our plan whenever it should be shown us that 
we were violating any law or Post-Office regu- 
lation, 

If the case of Printers’ Inx has been de- 
cided, and if it 1s the intention of the Depart- 
ment to forever forbid our firm from publish.. 
ing the paper called Pxinrexs’ Ink, that is 
one thing. If,on the other hand, there are 
terms and conditions with which we must 
comply in order to meet the views of the De- 

rtment, it seems to us that sufficient time 

as elapsed for the Department to be able 
(and we think that it should be willing) to in- 
struct us exactly whercin we have erred and 
must amend, 

Our Mr. Rowell intends going to Europe in 
pees to be absent until October, and before 

e goes it will be necessary for him to arrange 
not cnly for the expenses of conducting the 
business, but mark out a plan of campaign 
for the summer and autumn, 

He was so courteously received by you, and 
was so impressed with your apparcnt disposi- 
tion to do what was fair and right, that he 
has decided to cause this letter to be written, 
offering to go again personally to Washington, 
if an appointment can be made with you, and 
time allowed in which the matter may be dis- 
cussed and possibly adjusted. He can go at 
any time during the week ending June 4, or 
the week ending Saturday, June 18. He is 
to sa‘l for Europe on the 22d, and his engage- 
ments require his presence elsewhere during 
the week ending June 11. 

Awaiting your reply, we are 

Your very obedient servants, 
Gro. P. Rowe t & Co. 

It will be noted that in this letter the 
Department is informed that Mr. Row- 
ell, the senior publisher of PRINTERS’ 


InK, would ‘sail for Europe June 22. 
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No communication whatever was 
thenceforth received from the Depart- 
ment before Mr. Rowell sailed. 
New York, June 1, 1892. 
A. D. Hazen, 
Third Assistant Postmaster-Generai, 
Washington, D. C..: 

Dear Sir—We desire again to call your at- 
tention to our letter of January 12th, in which 
we make inquiry whether in your opinion cer- 
tain subscribers obtained for Printers’ Ink 
in a certain way were in fact legitimate bona- 
fide subscribers. You replied later, stating 
that the case was involved in Printers’ Ink, 
and should have consideration later. 

Nearly five months have elapsed, and if any 
conclusion has been arrived at in your office, 
we would be very glad to be favored with it. 

Your rep! will blige 

Sour obedient servants, 
Gero. P. Rowett & Co. 


New York, June 2, 1892. 
‘ohn Wanamaker, 
ostmaster-General, 

Washington, D. C.: 

Dear Sir—One portion of your letter of 
May 18th, dealing with the subject of the ex- 
clusion of Printers’ Inx from the mails as 
second-class matter assumes that Printers’ 
Ink is a paper published primarily for adver- 
tising purposes ; that is, as we understand it, 
for the purpose of advertising the business of 
its publishers, This ion is not based 
upon facts. 

If our Mr. Rowell happens to be the presi- 
dent of a company that manufactures printing 
inks, or anything else for that matter, and 
that company sometimes advertises in our pa- 
per, has that fact any bearing upon the admis- 
sibility or inadmissibility of our paper— Print- 
ERS’ INK—to the mails as second-class matter ? 

If our Mr, Rowell owns five per cent of the 
stock of the New York Newspaper Union, 
and that company sometimes advertises in our 
paper, has that fact any bearing upon its ad- 
missibility to the mails as second-class matter ? 

If our Mr. Rowell owns a considerable inter- 
est in the Ripans Chemical Company, and that 
company has advertised in our paper at vari- 
ous times within the past six months to an 
amount not exceeding $500, has that fact any 
bearing upon the admissibility of Printexs’ 
Ink to the mails as second-class matter ? 

If the Ripans Chemical Company has agreed 
to place advertising with the Rowell Adver- 
tising Bureau to the amount of $100,000, and 
has » Bae so (as it has, and the advertising has 
all been placed), has that fact any bearing 
upon the admissibility of Printers’ INx to the 
mails as second-class matter ? 

Do you assert that the George P. Rowell 
Advertising Company, a corporation in which 
we own less than a quarter interest, dues ad- 
vertise or ever has advertised in PrinTERs' 
Ink to a greater extent than the Wanamaker 
Book Department is advertised in the paper 
issued by Mr. Wanamaker in Philadelphia, 
called Book News, or than the Century Dic- 
err and other books published by the Cen- 
tury Company are advertised in the Century 
Magazine, or than Munn & Company, patent 
agents in New York, are advertised in the 
Scientific American ; or than paper patterns 
are advertised in the De/ineator, a publica- 
tion printing more than half a million copies 
each issue, and circulating them through the 
mails; or than the pension business is adver- 
tised in the National Tribune of Washing- 
ton? 

Will you tell us of any ong thing more ap- 
propriate for frequent reference and discus- 


Hion. 
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sion in a paper devoted to the interest of ad. 
vertisers than a newspaper directory thut 
quotes the circulati..n ratings of the news 
pers that advertisers deal with, or wh any 
such a directory may not as properly re- 
ferred to and advertised in as a paper issued by 
the same persons who publish the directory, 
as the ** Century War Book” or the “ Life of 
Lincoln” may be referred to and advertised 
in the Century es or whether there 
is any impropriety whatever based upon post- 
office law for the Century Company, Munn & 
Company, George E. Lemon, John Wana- 
maker or George P. Rowell & Company ad- 
vertising to the extent they do in their own 
publications? And if such acts of theirs do 
violate any law, will you kindly point to page, 
chapter and paragraph and oblige 
Your obedient servants, 
Gec. P. Rowe t & Co, 





New York, June 3, 1892. 
Hon. John Wanamaker, 
Postmaster-General, Washington, D.C.; 

Dear Sir—On the 27th of May we wrote 
you making inquiries about the legality of 
certain subscribers to Printers’ Inx obtained 
by the Washington Star. ‘To that letter we 
have not been favored with any reply. 

We now invite your attention toa copy of a 
letter from the Register-Gazette, of Rockford, 
Ill, 1t appears, by examination of the mailing 
list of Sacutent Ink, that forty persons in 
Rockford are subscribers. How many of these 
were obtained by the Register-Gazette we are 
not at present able to tell you. What we 
want to know is whether the Register-Gaz tle 
may, without impropriety, obtain subscribers 
for Printers’ Ink and pay for the same with 
advertising space in that paper, and whether 
the subscribers so obtained will be “ legiti- 


mate.”’ Your reply will greatly oblige 
Your obedient servants, 


Geo. P. Rowe. & Co. 





Mr. Rowell sailed for Europe on 
the 22d of June. Information of 
his intention to do so had been con- 
veyed to the Department in the letter 
dated May 27th; after which no fur- 
ther answers were returned by the De- 
partment to any communication from 
the office of PRINTERS’ INK until after 
Mr. Rowell’s departure. 

TWO DAYS AFTER HE HAD GONE, 
HOWEVER, a long letter was received 
from the Postmaster-General, of which 
the concluding paragraph is here given : 

“It only remains for me to say that I have 
given orders to the postmaster at New York 
to turn intothe treasury the money now in his 
hands collected as postage on copies of Prin1- 
ERs’ INK heretofore mailed, and in future to 
see that the paper ischarged, whenever mailed, 
with postage at the third-class rate, prepaid, 
in the usual way, by stamps attached.” 


(The Postmaster-General’s letter will be 
given entire in a future issue.) 

A careful perusal of the correspond- 
ence reproduced above cannot ‘fail to 
be interesting to every man who pub- 
lishes a newspaper in the United States 
of America, or has any thought, desire 
or intention of embarking in such an 
enterprise. 
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WITH ENGLISH ADVERTISERS, 

By T. B. Russell. 
Lonpon, July 27, 1892. 
Having regard to the late suit in 
America, brought by a person whose 
portrait had (with very bad taste, I 
cannot help saying,) been published by 
an advertiser in connection with a tes- 
timonial, one would like to know what 
the parties to that suit would say of a 
firm of corset makers in this country 
who advertise their wares by a correct 
likeness of a well-known actress zz her 
stays? This is done every week, 
though without any testimonial. We 
are not squeamish over our advertising 
here, anyway, and at least the follow- 
ing cannot be held to sin from an ex- 
cess of that quality : 


LADIES TOO T THIN m tHe BUST 








—eeeee 
HIGHEST TESTIMONIALS. 
COPY OF OFFICIAL REPORT. 
‘we Lasonatory, NortTimonam 
1 have carefully snalysed » of Paxtioss Canawais. 
1 find them absolutely free jon arsenic, mercury, of sey 
Other metallic —_ (Signed) 
an B. ood M.D., P.C.S., Borough Analyst. 


* - % * a 
By the way, an interesting chapter 
might be written on ‘‘ personal beauty” 
advertising. Mrs. Anna Ruppert, de- 
scribed as ‘‘of America,” which is a 
large term, does considerable advertis- 
ing, to which I have before alluded. 
‘Which of you by taking thought can 
add one cubit to his stature?” There 
would seem to have been alterations so 
far as mere appearances go, at least 
since this question was put, as witness 
the following : 
Hee? INCREASED without fear of detec- 
tion (either sex) iy wearing Pinet’s Patent 
Invisible Lavy and joe Elevators. nde by 
hundreds th 
Descriptive. Pam let and Testimonials, one 


stamp. Mons. PI ET (O Bureau), 5 York Street, 
St. St. Jam james’ Square, London, 8. W. 
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We have had ‘ manicure” practi- 
tioners here for a long time, but the 
following is new, and “‘ face ablution- 
ist” is distinctly precious : 


F4eE e ABLUTIONIST ty BEAUTIFIER, also 
Manicure. Miss 





le in a and reju- 
oem the skin "ot the face, neck, arms and 

he treats successfully acne, =! face 
or — A <7? or greasy skins. me “eg at her 
residence fro daily. Satur- 
days, 10a. m. Pages to clients in 
the evening. od Se receive prompt at- 
tention. smoved from 37 to 60 ow Gar- 
dens, South . Kensington, London, S. § . W. 


In fact, there is nothing n »wadays im- 
possible to the modern man. ‘‘ Fat folk” 
can be reduced in weight, or ‘ thin 
busts perfected,” The proprietors of 
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Guy's Tonic publish in their admirable 
pamphlet lisis of diet by which one 
may get fat or lose flesh at will. Our 
complexions may be made fair or dark 
as we desire, and even enamelled, to 
remain so, while Hagan’s Magnolia 
Balm (as one is often told) ‘‘ makes a 
lady of thirty appear but twenty, so 
simple, gradual and natural are its ef- 
fects,” etc. This is a very queer age! 
* * x * 7 

The latest thing in trade journalism 
is 7Zransport, a weekly review, taking 
for its special field docks, harbors, 
canals and railways. It contains a 
great deal of information on these 
topics, and to American advertisers, in 
some departments, should prove worthy 
of attention. 

os * x * * 

The following is a genuine adver- 
tisement, cut by myself from a ladies’ 
paper : 
A Ying LADY of title is willing to receive a yo 

as pe —T and frien 





2,500 pe: num lications from 

brine) ipale’ = their solicitors only will be enter- 
ined Reply & to Messrs. pata 3 we BURIATTE, 
Solicitors, Holborn Viaduct, E 


The following, howev ver, I cannot 
vouch for further than to say that it is 
quoted in an English newspaper as 
having appeared in a Hong Kong 
journal issued in the English language. 
It is certainly a choice specimen of the 
‘* pidgeon ” var:ety of that tongue. A 
Chinese dollar is about 75 cents : 

I have a tame cat is lost it is about nine 

unds his breast all are white the hands and 

gs both are white but one his behind leg out 
side part have a spot Gray Colour and his 
back are all gray but the back have a white 
blue spot on it his muzzle is red and his head 
is light black his nake have a iron ring on it 
and with six chinese money to tie it tight on 
the iron ring in his nake if any ee know 
where he was bring back to me ill prefer 
to give him two dollars for reward 

Fanc Lee Yum. 








To make a happy quotation is a 
thing not easily to be done. The art 
requires more delicacy in the practice 
than those conceive who can see noth- 
ing more in a quotation than an ex- 
tract. Whenever we would prepare 
the mind by a forcible appeal an open- 
ing quotation is a symphony—prelud- 
ing on the chords whose tones we are 
about to harmonize. —D' Israeli. 


Ir is written in the Talmud that Og, 
King of Bashan, once lifted a great 
rock to hurl it upon the armies of 
Judah, but it was so hollowed in the 
middle that it slipped over his own 
head and there remained so long as he 
lived, 
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ADVERTISING FOR A SERVANT. 
From the Syracuse News. 


Typographical blunders in small advertise- 
ments frequently cause cunsiderable amuse- 
ment. A young married man, who had more 
than his share of annoyance with the servant- 
girl problem, was persuaded by his wife to in- 
sert a notice in one of the afternoon papers 
for the fifteenth or sixteenth time during his 
short career as a Benedict. While chatting 
with the man in the counting-room he learned 
that a short advertisement could be inserted 
six consecutive days at a greatly reduced cost, 
In view of previous unsatisfactory results 
from single insertions he paid for a week and 
left an announcement to this effect: ‘‘Wanted 
a girl for general housework in a family of 
two. No washing. Will pay $4 a weck to 
the right girl. Call, afternoon or evening, at 
4444 Noname avenue.”’ Four dollars evidently 
seemed small wages to the intelligent com- 
positor who set up the advertisements and the 
thoughtful proof-reader who was supposed to 
correct it. Between them they changed the 
offer to nine dollars, thereby causing a genu- 
ine sensetion in the kitchens of the rich and 

r and almost creating a revolution in the 
intelligence office district of the city. No. 
4444 Noname avenue was the most crowded 
house in Chicago during the afternoon and 
evening following the first publication of the 
unhappy househ: lder’s announcement. Irish, 
Swedish, German, Polish, Danish, French, 
Scotch, English, Canadian and American 
girls thronged the front steps, filled the hall, 
the two parlors and the dining-room. ‘lhe 
poor lady and gentleman were almost driven 
mad, and the next morning left for the East 
to spend a weck in some quiet retreat. The 
advertisement of course appeared in six con- 
secutive issues of the paper, and when the 
unfortunate victims of the compositor’s 
blunder returned, partially restored, they 
found the stone steps leading to the front 
door of their mansion actually worn down to 
a thin crust, the bell beyond hope of restora- 
tion to usefulness and the carving on the mas- 
sive oaken door battered into shapeless splint- 
ters. It is needless to say that, when the 
young couple finally secured a servant, it was 
not through the medium of a ae, as 
they considered this method of making known 
their wants altogether t.o popular. 





A PROTECTIVE MEASURE NEEDED.— 
IS ANY PRACTICAL? 
From Brooklyn Life. 


It seems a shame that our laws are so loose 
on the subject that newspapers and periodicals 
should be allowed to publish advertisements 
which lead the fool-public into investing their 
money in crazy schemes. L//e does not know 
much about the ins and outs of the defunct 
Georgia-Alabama Investment Company, but 
there seems to be evidence that the originators 
of it made all of the money, and that the stock- 
holders, among whom are included some Brook- 
lyn people, can now whistle for theirs. The 
company may have been formed in a perfectly 
legitimate way, and for perfectly legitimate 
ends ; but that seems to be an open question. 
Be it as it may, we would be willing to wager 
that every paper printing these advertisements 
satisfied itself upon but one point, viz.: Can 
they pay us for the advertisement? Some 
papers are very careful about the kind of ad- 
vertisements they admit to their columns, and 
every paper should be, but is not. In fact the 
whole system of advertising method in this 
respect seems to be very loose indeed. Would 
it not be better if, in advertisements making 
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large promises, a guarantee were required by 
papers that such promises should be reason- 
ably fulfilled? Naturally it is a complicated 
subject. 

—_—_+@o—_—. 


WHO CAN IT BE?—SOME SOREHEAD, 
PERHAPS, 


From the Portland (Me.) Herald. 

We have receiveda copy of the Philadelphia 
Grocer containing an article in support of the 
Post-Office Department in their action ex. 
cluding from second-class rates Printers’ Inx, 
the interesting weekly of Geo. P. Rowell & 
Co. Who paid the Philadelphia Grocer for 
sending sample copiesover the country? The 
Herald is not at all in favor of the demand of 
Printers’ Ink for admitting all sorts of print- 
ed matter to second-class rates and increasing 
the price of postage in order to meet the cust, 
Newspapers which are supported chiefly by 
their subscribers have claims on a low postage 
rate which newspapers supported chiefly b: 
advertisers have not. But, on the other hand, 
who is it that is making war on Geo, P, 
Rowell & Co. ? 





STRANGER THAN FICTION! 
From the Business Teachers’ Journal, 


Printers’ Ink is as crowded as usual with 
good things concerning advertising. Their 
fight with the P, O, D. is still on, and makes 
as exciting reading asaromance, It seems 
like being transported to Russia, to know that 
irresponsible Government Officials can practi- 
cally ruin a man at will, or cause irredeem- 
able detriment to his business, where their 
duty isto serve the people. Truly, much of 
our system of government “ by the people ”’ is 
a farce, after all. 


ONLY ONE 


Passed the Million Mark 


ONLY ONE! 
THE REASON peper “has ‘The 


largest circulation in America is 

cause it is unlike any other publication 
on earth. You won't find it on news- 
stands, at hotels, or on the cars. You 
WILL find it in the homes of eleven hun- 
dred thousand families, who regard it 
as their household god, and to whom 


tessa COMFORT. 
THE PROOFS eesti, ze 


fice receipts for postage paid, Paper Mill 
accounts, the freedom of our Press and 


vettae acest UNDER OATH 
THE RESULTS saves: 


show that as an advertising 
medium ** Comfort ” is, without a single 


iaahe BEST IN AMERICA. 


on Ganges & lem Bn pe) Publishers, 
ugusta, aine. vert space may 8e- 
Leured through the leading agencies. or of us 
direct. New York office, rk Row, W. T. 
Perkins, agent, 














ecence 














This week we have taken in potatoes 
and pickles on subscription. Now if you will 
bring in some vinegar for the pickles, and 
some wood to roast the potatoes, we can live 
till artichokes get big enough to dig.— Colo- 
vado Paper. 


_—_ 


WANTS. 
Advertisements under this vder this head % 75 cents aline 


Waring TO BUY—Second -hand country 
linder pre i + particulars. 
. BERIN ER, Raton, Raton, N 


Sozee MAN, competent t he mute up” and | 
tid or = -Ra a, ty. wanted at once; 
care Printers’ In«, | 


SARINER waned $6,000 cash will sell | 
in ‘Rapabliows Daily and Weekly. idaress| 
“BUSINESS,” care Printers 


HEUMATICS—We want the ae of query | 
sufferer from fap al will pay, 
ally for names. Have VILLE | 
LABORATORY, Box 415, Springfield, Ohio. 


DEAL MASTERPIECES—An Elegant Fall Ad- | 
Pde my | Sheet. Suitable for any business. | 

six cents for sample copy. RIFFITH, | 
AXTELL & CADYCO., , Embossers, Holyoke, Mass 

















FOR S: SALE. 
Advertisements under this head 75 cents aline. 


} a 
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ATENTS.—DAVIS & CO, No. venth 8t., 
Washington, b.C. CHAR CHARGES IODERATE, 
For 5 lines 26 days. 6d 5S0cts. EN- 
os 50 TERPRISE, Brockton Mass. Ci Cire. 7,000 
yt bmn’ GUIDE. Mailed on noostes of 
stamp. ANLEY DAY, New Market, N. J. 





wpe ti a Rochester, N. Y., 16 pages, 64 
columns, monthly. Guarg Guaranteed’ cire’n, 25,500, 


petal 2 Mechanical Eng Engraving. Photo Elec- 
trotype Eng. Co., 7 New Chambers S8t., N. Y. 
15 IS BIGGER — THE TERRE HAUTE EX- 
‘ RESS—than any paper in Indiana outside 
ndianapo 


Kk ANSAS is thoroughly cov er covense by THE KAN- 
\ SAS WEEKLY CAPITAL, Topeka, Kan , the 
leading farm and family newspaper of the State. 


iO UR se ag = 80 low ite) we can’t buy a 
page 26 We prove > cire’n. Sample 
tres USTRAT WEEKLY, Topeka, Kansas. 
‘HE PEOPLE’S > ILLUSTRATED JOURNAL 
(monthly), New Orleans, Southern fam- 
| 8” magazine, it reaches Sou’rn Gao Adv’tiset 


[Becton PUBLISHERS, lease send circu- 
a Brice ist list a» Fs irectories to U8. 
ik” , Bradford, McKean 


aane OF MUSIC, Boston, Mass.—We 

¥ prove what we say or no pay. Circulation 

for June, 19,585, Avene for year, 23,148 copies. 
Rates and sample free 

APER DEALERS—M. Plummer & Co., 161 


DA 
William St., N. Y., sell every kind of paper 
sed by pi rinters and Publishers, at lowest prices. 


St TAMPS FOR COLLECTION S—Send for lists. | Full line quality of Printers’ I 


E. T. PARKER, _ Bethlehem, Pa. 


)REMIUMS FOR NEWSPAPERS. EMPIRE| 
CO., 146 Worth St., New York. 


Agesoss Lies for papers. Cat- 
alogue, 25c. AM. M. ILLUS . CO., Newark, N. J. 


RANSTON PR ESS, Bascor el Folder, for 6-col. 
/ quarto or ow 6 H. P. Shipman engine; Hero 
cutter ; low. G. 8. NEWCOM , Cleveland, Ohio. 


Fe SALE— po ibs. type, ty “0 job fonts, Camp- | 
bell ae | y-* three Jobers = = than 
2500. Must as t once. Cc. RYOC 
Admr., Zaneovitie 


1 00,000 Agent sell ho Ertated and 
$2.00 and pee io forfeit 4 cts on each returned 
dead. » try try1, . AGENT’S HERALD, Phila , Pa. 





SPECIAL NOTICES. 


Advertisements under this head, two lines or 
more, without display, 7c. a line. 


Gs" 


VAN BIBBER'S. 
GPOKANE SPOKESMAN. _ 

L®Ers INKS are the best. New York. 
JOBX 3, NOLUN® BAILING AGENCY, Faulk- 


Bw«e TIMES proves over 33,000 circula- 
tion. It will pay you. 
GENTS GUIDE, New York. The leading 
agents’ paper. Send for copy. 
HORTHAND TAUGHT BY MAIL ond rson- 
ally by W. G. CHAFFEE, Oswego, N. 


BHosror HOTEL GUIDE is pay on heavy 
super-calendered i paper. its look well. 
66 PUT JT IN THE POST.” South Bend, Ind. 
Only morning paper in Northwest Ind 
EDICAL BRIEF (St. Louis). circula- 
tion of any medical dical journal in the world. 


"S Canada List (60 rs); adv. rates 
Dark 3c. line. D. R. DEWEY Ham hion, Can. 
4 es sis 1in.e8. lcol 5b. 1 $158; 
Woman’s Work, Athens, Ga. 
‘HE BRICKMAKER, Chic Chicago, Tll., twice a 
T month reaches 10,000 users of machinery. 








WwW E will exchange THE INDICATOR, a Na- 

tional Journal of Insurance (Eleventh year) 
mony news} — or ——- bavi an in- 

p ce de ddress H. 

WORTH P BLISHING co., Detroit. Mich. 


Te OHIO STATE JOURNAL goes to the 
homes of the best people in central Ohio. 
Daily, 12,500; Weekly, 22,000; Sunday, 17,000. 
Nescty all the leading general advertisers use its 
columns regularly. 


IRE EFERRING to THE GALVESTON NEWS, Geo. 
Rowell Cy Co., on rs 


goes paper ing the whole of Texas.” For sample 
copies, rates of advertising, etc., address A. H. 
BELO & CO., Galveston, Texas. 





|e eens: se a nen 
2000 Nt. tT sees 


* NAMES, New Ones. 1000 for 25c. 
AGENTS Western Mail Agency, St. Louis, Mo. 


PIANOS, § em ton N.3. 


PATENTS Sb ee cok TREE. 
35, 000 Farmers 7 n vinicing them in 
eR I 


aTO o 'ARMER, Baltimore, 
BOST ° prepared sang 


A oO »N. 658 Washineton 8 


WOOD ENSRAVINS (anes 


1) ss or ae ao Bway NY 
N.Y. 


Cartoon-Portrait proposition will in- 
terest every live elliter and please the 
most economical. Proof: free 
CHAS. W. HARPER, Columbus, O. 


THE EVENING JOURNAL, 


JERSEY fy att N. J. oe 15,500. 
dvertisers™ say 
TEEL_ ENGRAVED oc 10e, 
We will send to any address a beautiful Steel 
Engraved Button of Harrison or Cleveland for 
10c. Agents wanted. BELLMAN BRO., Toledo, O. 
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No. 10 Spruce Street, New York. 
No. 138 Fleet Street, E. C., London. 


Issued every Wednesday. Subscription Price: 
One Dollar a year in advance ; single copies, 
Five Cents. No back numbers. Wholesale 
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ADVERTISEMENTS, 75 cents a line ; $150 a page ; 
one-half page, $75; one-fourth page, $37.50. 
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JOHN IRVING ROMER, EDITOR. 








NEW YORK, AUGUST 17, 1802. 





Durinc the four years that PRINT- 
ERS’ INK has been established it has 
touched upon no topic that has awak- 
ened such general interest as the in- 
capacity of our present .Post-Office 
Department. A live newspaper is 
always in receipt of a great deal of 
correspondence, and it is enabled to 
judge from that of the topics most 
agreeable to its readers. Our mail has 
been full to overflowing of references 
to Wanamaker and his unsatisfactory 
management of his department. 

When broaching the subject it was 
suspected that here was exposed a 
great public nerve that would respond 
when touched : but that the response 
should be so prompt and so general 
was not included in our most sanguine 
expectations. Many letters on this 
subject have been published, but many 
more have never gotten beyond the 
editorial desk. We take this occasion 
to assure our correspondents whose 
words have not gotten into print of our 
appreciation of their tributes. 

Since there seems to be nothing that 
our readers so greatly enjoy, we shall 
vigorously continue to expose the dis- 
honest misdoings and official incapacity 
of Wanamaker. Whenever it becomes 
necessary in any particular issue to de- 
vote a considerable amount of space to 
the P. O. D., PRINTERS’ INK will be 
enlarged so that the Post-Office con- 
troversy need not encroach upon gen- 
eral literary matter. In this connec- 
tion we call attention to the review of 


the facts and papers in the case printed: 


on preceeding pages of this issue. 
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Most advertisers have correct ideas 
and know all about the article they wish 
to advertise, but their expression as 
exemplified in the advertisement is far 
from strong or conclusive. They con- 
ceived well, but they produce badly, 
If they would give as much time and 
attention to the proper wording of the 
announcements as they have already 
given to the manufacture or texture 
of the goods, results would amply re- 
ward them for the additional labor, 
It was the saying of an ancient philos- 
opher that ‘‘a little thing may give 
perfection, although perfection is not 
a little thing.” 


HARSH names, words that sound 
unpleasantly to the ear, that are mean- 
ingless or difficult of pronunciation are 
always out of place in an advertise- 
ment. The reader’s attention should 
be attracted by pleasant means. Bad 
grammar or unfortunate words may 
neutralize all the good that is attempted. 
No amount of display, be it ever so 
pleasing to the eye, wil! condone for 
these errors with a large class of read- 
ers. A watch that keeps good time is 
perfect in all its parts ; and the adver. 
tisement that yields best results should 
be prepared with the same care that is 
bestowed upon the watch. 





THE experience of an advertiser in 
contracting for space in any consider- 
able number of newspapers proves that 
a large percentage of publishers quote 
prices which they would like to secure 
for the proposed work, but from which 
they will make liberal discounts rather 
than lose the order. Indeed it is the 
practice with some advertisers to write 
publishers for figures, with the inten- 
tion after receiving them of making an 
offer of from ten to fifty per cent less 
than the figures named. In other 
cases an offer is made in the first in- 
stance at an exceedingly low rate, upon 
the principle that, whatever the figures, 
most publishers will be sure to demand 
an increase. 

It is said to be customary with one 
advertiser in New York, whatever the 
price offered him, to reply: ‘* Oh, that 
is altogether too high! For that circu- 
lation and of that class I can buy all I 
want at a less rate. I will give you” — 
naming a much lower figure. But this 
way of arriving at an agreement is 
often delusive. In the case just cited 
it is reported that, knowing the man’s 
plan of operation, a publisher is sure 




















to name an exorbitantly high price, 
which wiil yield him, after the adver- 
tiser has figured his usual discounts, 
more than the sum he would otherwise 
have demanded. 

Of course what has gone before is 
to be taken in a general way. There 
are—let us be thankful—a goodly num- 
ber of publishers who make their rates 
upon a fair basis for the service to be 
rendered, and then rigidly adhere to 
them. The number, too, is gradually 
increasing, and if the time ever comes 
when this mode of doing business be- 
comes the rule rather than the excep- 
tion, advertisers will be the first to 
rejoice over it. 

In the ordinary newspaper, whatever 
the price paid, one is never sure but 
that he might have bargained for ten 
or even twenty per cent less if he had 
held out a little longer ; but when he 
takes his advertising to the New York 
Times, for example, he finds at once 
that he is to trade on business princi- 
ples—that there is no chance for a 
‘“‘bargain” there; but he is equally 
confident that he is to pay just what 
every one else pays for the same ser- 
vice and that it would not be possible 
to obtain it for less—and he likes to 
deal with such a paper, and grows to 
wish there were more of them. 


THE REVIEWER. 


Mr. Wolstan Dixey is a new ‘‘ busi- 
ness writer ” whose work is so similar 
to that of J. E. Powers that I would 
defy an expert to assign correctly the 
authorship of unsigned specimens. 
For example, here is a full-page an- 
nouncement of Mr. Dixey’s own, taken 
from the Engineering Magazine and 
set in the Powers style : 





TO DRIVE A NAIL 
is a simple matter; yet if that is not your 
trade, you may pound your thumb. 

It would be cheaper to hire another man ;— 
nota more able one, but able to drive a nail. 

Great business men are not specialists, but 
know how to use specialists with profit. The 
best brains hire brains. 

Yet that wise policy is sometimes abandoned 
at a critical point, by the short-sighted ones: 
Even a shrewd business man will often attempt 
to write his own advertisements. The result 
is almost always unworthy of his business. 

Crude advertising may not harm a good 
business: skilled writing ought to double it. 

To write a profitable advertisement — one 
that will be seen, read, heeded :—it looks like 
an easy nail to drive; but few men can hit it 
on the head. 

Don't pound your thumb. 

Wo stan Drxey. 





This is not imitation, for I remem- 
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ber that Mr. Dixey’s book, ‘* The 
Trade of Authorship,” and his edi- 
torial work, done before he had come 
into the advertising field, were charac- 
terized by this same bright and snappy 
style. 





«** 

Another writer whose work is not 
many degrees removed from that of 
Powers is Mr. Charles F. Wingate, 
of sanitary engineering and Twiiight 
Park fame. I recall some breezy ad- 
vertisements of his picturesque resort 
in the Catskills, published in the Cri/ic 
a year or so ago. A remarkable feat- 
ure of one was a postscript set in the 
same type as the body of the adver. 
tisement : 

I write these advertisements myself. Up to 
1889, J. E. Powers, inventor of the Wana- 
jaw style of advertising, wrote them for us, 
I wish I could do even half so well. 

This is refreshingly ingenuous, but 
the series are so good that I don’t 
blame him for wanting to say at the 
end: ‘‘I did it.” Mr. Wingate’s ad- 
vertisements are good exampies of the 
theory he promulgated in PRINTERS’ 
Ink: ‘* Thrusting adroitly and neatly 
with the rapier ; not smashing with the 
claymore.” For although ‘‘ The Re- 
viewer” has been over the Twilight 
Park grounds more times than he can 
remember, he must confess, after read- 
ing this graphic bit of writing, to a de- 
sire to revisit ‘‘ the frozen falls and the 
mountains in all their grim grandeur,” 
and to join ‘‘ the charmed circle round 
the Club-house fireside, with the blaz- 
ing logs and the appetizing fare!” I 
think in this matter-of-fact age we are 
inclined to take our business too seri- 
ously ; a dash of poetry and a flash of 
pleasantry are agreeable accompani- 
ments even in advertisements. 

:* 

But my primary object in reprinting 
the above paragraph was to question 
the accuracy of crediting Mr. Powers 
with being the ‘‘ inventor of the Wan- 
amaker style of advertising.” What 
he really has invented, it seems to me, 
is the Powers style of advertising. 
His admirers certainly cannot claim 
for him the distinction of having origi- 
nated the idea of setting advertisements 
in old style pica without display. Nor 
yet can it be said that the current 
Wanamaker advertisements are in the 
Powers style of writing. Mr. Gillam’s 


work, if not diametrically opposite, is 
different enough to warrant a separate 
classification, 
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Always pays 








UBLI i 
OPINION "=mgee 
who pay their bills. Are th 
Wesugtt, aes 
YOUTH'S LEADER, 
Ls } Advertising, 30 cts. per agate line. 
ATTENTION, PLEASE. 


Kate Field’s Is read iisiaigent people 
when you advert 
€ D> on Over 40,000. r opis ——— 
vi 
We make Good Cuts at . rates: 1c 








Th 
SHrcaGgo \GO PHO. E ENG. CO., 185 Madison ‘St., Chi. 


““WHEN 59 A RARE BOOK 


FOR MEN. 
Mailed Secure. 10 Cents Silver 
P. 0. Box 108. 


Or Six 2 Cent Stamps 
ILLUSTRATIONS 





NEW HAVEN, CONN. 


=——= 1 
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RETAIL 
ADVERTISER 
imen Sheets for 


Spec! stamp. 
THE GEO. e. _ ROWELL ADVERTISING co. 
kUCE St., NEw Y 
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don’t help you much, if you Raven's | —— 
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t you 
eter Le E. A. WHEATLEY, Po deny Tie 


MANUFACTURES’ AGENTS 





IN ENGLAND ae 
of Le m rep- 
Fassett & Johnson resent ™teadins 
acturers of propri: articles. 
trade yor CGronghont the ingdom. 


First class references. Fassett ohnson under- 
take the istration of Trade Marks and all pre- 
liminaries the introduction of approved ar- 
ticles in England. Address, 

2 SNOW "HILL, LONDON, E. C. 
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Tue Home CIRCLE, | 
ST. LOUIS, MO. 
75,000 Copies Each Month, 
An exceedingly desirable medium for 
GENERAL ADVERTISERS. 

Try 10 lines one time tor $5.00, 
THE Home CIRcLE Pus. Co., St. Louis, Mo. 

terooe 


Success With Flowers 


Is hailed as the BEST and BRIGHTEST 
Floral Magazine published. 











. Por- 
,| Paid in advance 
Circulation exceeds 50,000 Copies. 


Advertising received direct or through any 
agency. 
THE DINGEE & CONARD COMPANY, 
WEST GROVE, PA. 








If you wisH 
ro ADVERTISE 
ANYTHING 
ANYWHERE 
ws ANY TIME 


Our services are at your disposal. 


THE GEO, P. ROWELL ADVERTISING CO, 
10 SPRUCE ST., NEW YORK. 


PREMIUMS. 


Dealers with anything good to offer 
in this line should send Catalogues, 
Price Lists, Discount Sheets, &c. (but 
not traveling men) to the 
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} San Francisco Bulletin. 





Established 1855. 
Largest Evening Circulation in California. 
High character, pure tone, 


s FAMILY NEWSPAPER. 
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How to Make 
RUBBER STAMPS. 
Use Latest Improved Process 
and a New York Vulcanizer. Cir- 
culars free. BARTON MFG.CO., 

338 Broadway, New York. 
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™ SPOKANE 
SPOKESMAN 


has 75 per cent more paid subscribers 
than any other daily paper published - 
within 30 miles of Spokane, Wash. 
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PRIN TERS’ INK 
PRESS, 


No. 8 Spruce Street, 


NEW YORK, 
© 
Solicits Orders for - - 


PRINTING 


- - of Every Description. : 
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PUBLISHERS If you are inter- 
DESIRING pa = gos good ad- 
“i BICYCLES See ib cope. 
wee themselves, employees or ance of 
- spmbemnocen procure 
same amy us on favorable THE AMEPICAN 


) Saeens, sta We he part 


cash and the balance in ad handle 











all makes, ner new and ain. 2 and sell every- Published by Bruce 
e and te 
ra GAMES a OO, FE sttcet, Peoria, TI. acct 
vette EWS PAPER anne 
ADVERTISING Azer. 
arm oe 

WE GIVE TO ALL CUSTOMERS 
Judicious A Conspicuous H 
Selections, Positions, ave 
Experienced Unbiased 
pean + No reason yet to change our 

romp! . 4 ° 

Transactions, Confidential policy of excluding every kind 


Low Prices. SREAUNA Rservice. of advertising that is not “all 

CONTINUOUS ADVERTISING BRINGS SUCCESS ! : ” 

ADVERTISEMENTS DESIGNED, PROOFS SHOWN AND wool and a yard wide.” We 
: : : : emo 
FURNISHED FREE OF Clann _—s-_| Delieve that every advertiser in 


J. L. STACK & cO., ST. PAUL our columns gives full value 
nella -|for every dollar sent them by 


. our readers. We keep others 
Daily & out. We believe this policy 
Newspaper YOY 





encourages readers to patron- 
ize advertisers, and it is one 

Outfit Sale reason why The Rural New- 
— Yorker pays advertisers better 

Persons desiring a complete out-|than other farm papers. ‘True, 
fit for the publication of a daily|other papers claim to do the 
newspaper should write Jamesjsame. Do they? Look over 
Ross, Receiver, Sheriff’s Office, their advertising pages and see. 


Columbus, Ohio. Would you like a copy of 


The Rural New-Yorker for 


The outfit for sale consists of a Bullock comparison ? 
perfecting press, stereotype outfit, ten-horse mr 
power motor, brevier dress, fine line of advertis- THE RURAL PUBLISHING CO., 
ing type, imposing stones, galleys, cases, etc. Times Building, New York. 


i 7 N a Trade is a small but good field. 
SEWING MACHINE Fee eri naa 
THE aes CYCLE, a women's Give Chi sae nil pia 5 Soup wes 4 


made the Official o: ing, Central usic Hall. Chicago later-Detan: 
The matter of a Giab 0 Aina coy Ban “gh THe "Cyc CLE, with Mrs. J. C. Croly, as editor, was 
made the organ, and pledged the support of the Federation. 


THE NEW YORK LEDGER 


Keep the fact in mind that the LEDGER pays advertisers, and don’t fail to put 
it on your list for fall business. Rate for 1,000 lines, to be used within one year, 
or for 52 consecutive insertions, $1.00 net per line. Make contracts now. 


ROBERT BONNER’S SONS, Publishers, Sprace and William Sts., New York. 


Che Christian Advocate. 


Official weekly ern yg me newspaper ot “ The Methodist Episcopal Church.” Circulation. over 
50,000 cuaranteed. We invite correspondence from advertisers who would like to reach our 
people, and whose advertisements would be appropriate for a religious family journal. Address 


HUNT & EATON, Publishers, 150 Fifth Ave., Cor, 20th St., New York, 
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KEYSTO NE 150 Weekly Newspapers of the better class, 
10 Lines inserted in the entire list one month 
LIST for $20.00. Send for the list. 
. B. L. CRANS, 10 Spruce 8t., New York, 


The best Medium to reach the People of 


NEBRASKA, 


Kansas, Colorado, and South Dakota is the STATE JOURNAL, M i s 
and Semi-Weekly. Published at Lincoln, Neb. ee 


ee ? J % 
Ghe Evening Wisconsin. 
THE MILWAUKEE Lyte Rak’. ~ is compelled to use two Perfecting Presses to print 
its daily circulation, _ 3 ay. ing sufficient i Bror: the circulation of every other Milwaukee 


daily Tr, and it Si, +4 CHAS. Eastern Agent, 10 Spruce St., New York. 
CRAM . AIKENS } CRAME Milwaukee, Wis. 


THE THREE GIANTS’ LIST. 


Circulates in over 25,000 post-offices (nearly every post-office in the 
United States and Canada). 





































Ladies’ Home Magazine. They go amongst the very best 
Canadian ‘Agricuiturist. people advertisers want to reach— 
the rural districts, including smaller 


The Fireside J Journal. ; 
PETERBOROUGH, ONT. towns and villages. 


Rates for the entire Combination, 40 cents per line. Send for Estimate. 
B. L. CRANS, 10 SPRUCE ST., NEW YORK. 





Advertisers in . 


FARM= POULTRY 
. . . Get Results. 


It will pay any advertiser who wishes to reach families in the suburbs of cities, 
large towns, villages and live farmers who have money, and spend it for reliable goods. 
Over half of our readers are heads of families. Forms close 15th of month prior to issue. 

Proof of the Pudding, Circulation, Rates and Sample Copy sent on 
request. 


1. $. JOHNSON & CO., 22 Custom House St., Boston, Mass. 


____ HAS NEVER BEEN KNOWN TO SPEAK WITH MALICE. | 


Liat, Wredonan. 


* 
“The Paper of Eastern The EAST OREGSS IAN is the People’s 
P Lod, first — te 4 Seahn ce fous Bas The + Pap 
re. syster m Of voung. perintne! «The r of Mal ap oan ”_Recognized 
Sta ate to advocate Le adoption of of the Torrens | by the ioome and the press as such. Published 
mmoopatte in everything, sazen Se politics, cally, weekly i comi-weekly. Suse) Sean 
tt wa'ts for no one to “ pull ring.” Itis ons, twenty-five cents. Stamps taken. 
nota Aas “oe 24 ” It -— bees 3 the right and | Eastern Oregon a country of vast resources, 
ead. I corns” whenever it coats of fourteen counties with an area of 
inks it Seosmerse t body ¢ owns it, and it owns 000 square miles, containing 80,000 population 4 
—- Being truly democratic, it is not “stuck The EAST OREGONIAN is the paper to adver- , d 
se in to reach the people. 
Address t the EAST OREGON TAN, Pendleton, Oregon. 


BUT HAS ALWAYS SPOKEN WHEN TO SPEAK WAS TO LOSE A RIB, 


















































300,000 


population in Worcester 
County, Mass. 


90,000 


in the city of Worcester, 
the second largest city in 
Massachusetts. 

8,000 is the guaranteed 
and proven circulation o1 
the Worcester Light, 
the only Illustrated Home 
paper in the county. 





Quality and Quantity of circulation 
will sell a good article every time. 

Highest Rates and Best Results of 
any paper in the county. 
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It Pays 
Advertise 


IN THE - ~ = 


Arena 
Magazine 
75,000 


Reade rs 


ARENA PUB. CO., 
Copley Square, 


BOSTON, - 











MASS. 





The Old Way 


to obtain subscribers was to 
wait for them to come in. 


The New Way 


is to get out and hustle for 
them. 


OUR NEW LIST 


of 150 New, Attractive, Reliable 


Premium 
Specialties 


constitutes a lever whereby you 
may easily obtain 


YOUR « MILLION.” 


Sen! at once for C. and Whol 


ROBT. H. INGERSOLL & BRO., 
65 Cortlandt St., N. ¥. 











le List 








To Proprietors of 
First-Class 
Schools and Colleges. 


North 
American 
Review 


is the favorite medium for advertising 
firsteclass schools, The proprietors of 
such institutions can nowhere else ob- 
tain so effective a means of reaching 
the class upon whom they mast de- 
pend for patronage and support. 

Our school advertisers testify to the 
good results they have obtained through 
using the REVIEW. 

Special rates for the summer months 
on application to 

ADVERTISING MANAGER, 
North American Review, 
3 East 14th Street, New York. 





The 
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To the question put by a general 
- advertiser, ‘‘ Where shall I place my 
, advertising that it may do me the 
, most good for the least money?” the 
s answer easily and properly follows: 


:" ALLEN’S 


, Why? Because they are popular, I 7 
, powerful, and the most effective chan- gS a 
s nel through which to reach the rural 

3 masses—a class of progressive and T 

$ prosperous people, who have the 

$= money to spend and spend it freely. S 
FORMS CLOSE 18TH OF MONTH PRECEDING DATE. 


3 E. C. ALLEN & CO., Prop’s, - Augusta, Me. 


5 So te *e Oe Oe Re Re Me COR 








The Catalogue is Out. 


It is filled with good things for Premium users. NEWSPAPER MEN want it now 
while compiling fall offers. Soap, Tobacco, Novelty Manufacturers, Seedsmen, Coffee 
Roasters get suggestions from its pages, 


HIGH VALUE AT LOW COST is the secret of success in the Premium Business. 


Send for the Catalogue. Net prices are in it. 


EMPIRE PUB. CO., 
146-148 Worth Street, - ~ NEW YORK. 


| DODD'S ADVERTISING AGENGY, Boston, o 


2665 Washington Street. 











We only stipulate, in requests for estimate, that 
our figures shall not be quoted or used in any way in 
placing business through other channels. 

Giving our time we ask for good faith from the 
advertiser. 

Advertisements specially prepared for our clients. 


SEND FOR ESTIMATE. e 


RELIABLE DEALING. -— Low Estimates. - CareruL SERVICE. uf 


























Have you 
Tried the 


Sunday Mercury, 


NEW YORK, 


As a first 
class medium ? 





The MERCURY mate the patronage 
of the largest general and special ad- 
vertisers in the country, who wish to 
nae go-ahead people with money to 


pend. 

7 addition to the SUNDAY 4 
CURY, two country editions are 
lished every week. Combined c' — 
lation, 108,700. One rate for all three 
editions. 


Place 
The 





Sunday Mercury, 
NEW YORK, 


On your 
List. 
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These papers being the only 
ones published for their re- 
spective denominations in this 
locality they have a practical 
monopoly of their religious 
field. 

We claim that no general 
advertiser can cover this field 
with so much endorsement ex- 
cept by the use of these papers. 

We help to make this use 
easy and cheap. 


Put 

Them 

On 

Your 

List 
Permit us to help 


you to their profit- 
able use. 


a 





Sunday School Times. 
PHILADELPHIA. 
Presbyterian. 

Lutheran 


Presbyter' 

per Church Messenger 
Christian Instructor 

Christian Instructor. 

Christian Recorder. 


Lutheran. 
Presbyterian Observer. 


Over 260,000 Copies 
Religious Press 
Association 
Phila 















Unprecedented. 

















FLOWER daily. 


with us NOW. 


7T\ VER 1,000 new subscriptions (paid in 
advance) are coming into the MAY- 


Advertisers may make a good business 
investment by placing a yearly order 


2ee 
JOS. J. DE LONG, Manager, 


89 TRIBUNE BUILDING, N. Y. 
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BUSINESS— wat it isn’t.) 


Wasting your time (which is money) on some 
part of your business which some one else can 
do to your greater advantage. Your advertising, 
for instance. It isn’t your business. It is ours. 
THE ROBINSON-BAKER ADVERTISING BUREAU, 

107, Pulitzer Building, New York. 

Do You Want 

A Special representative 

In New York and Chicago? 





We want two or three more one-rate papers, whose pub- 
lishers tell the truth about their circulation, to represent 
in-these fields. Write for further particulars. 

Reliable publishers can have “Y¥. & Z.,” care PRINTERS’ Ink, 
advertisers’ names for investi- Lo Spruce St., New York. 
gation wpon application to— ; 

Geo, P. Rowell & Co. 





WHERE DO YOU BUY YOUR INK? 


Every time you permit your 
| paper to go to press without 
| being printed with - - - 


WILSON’S INK 


you are missing a good thing. 
Readers appreciate a nicely 
printed paper. - - = = = 
A sample package will con- 
vince you that our claims 
are not exaggerated. - - = 


PRICES FURNISHED UPON APPLICATION. 


W. D. WILSON PRINTING INK CO. (Lid.), 


10 SPRUCE STREET, NEW YORK. 














SS 





_2 @. 


__ 


a. 





PRINTERS’ INK. 








3 2 2 $. 2 
1 RERRRRRR SRR T EER 


QUALITY COUNTS! 





SOCIETY FOR THE PREVENTION OF CRIME, \ 
DETECTIVE BUREAU, 
923 Broadway, 
New York, July 28, 1892.) 


To the Morning Advertiser : 

As a result of one day's advertisement in 
the MORNING ADVERTISER TI re- 
ceived 143 answers, or more than from the 
Recorder, Journal and Times together. 

The number of answers I received from 


different newspapers were as follows : 


Morning Advertiser, - 143 


World, - . - - 142 
Journal, - - - - 37 
Recorder, - - . - 36 
Times, - - - - 4 


The ADVERTISER is a bright and 


newsy paper, and 7s deserving of tts success. 


Yours, ete., 


CHARLES W. GARDNER, 
Chief Dectective. 
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IN THE FRONT RANK OF NEWSPAPERS 


Published in the Rocky Mountain Region is 


ik 
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It is in the FRONT RANK for the simple reason that it MERITS 
its PROUD POSITION. 























‘s* * * * T freely say that the Denver Republican 
is regarded in the East as the representative news- 
paper of the West, outside of St. Louis and Chicago.’’ 
—Geo, P. Rowell. 
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“It is no doubt the only paper that correctly states 
its daily circulation.’’-Geo. P. Rowell, May 22, 
1890. 


The publishers of THE REPUBLICAN wish to announce to general advertisers 
that they guarantee not only best results, but the largest legitimate circulation 
of any morning daily published betweea the Missouri River and the Pacific Coast. 
THE REPUBLICAN does not deem it necessary to resort to the doubtful method of 
an affidavit, as used by certain publishers to give credence toa circulation which 
after all is of the “junk-shop” variety. The pressroom, the subscription books, 
as well as accounts with papermakers who supply us, in the future as in the past, 
will always be open for inspection by general advertisers who may wish to take 
the pains to convince themselves that the circulation of THE DENVER REPUBLI- 
CAN is just what the publishers claim it to be. 

For advertising rates or any other information, communicate with 


S. C. BECKWITH, 


Sole Agent for Foreign Advertising, 
48 Tribune Building, NEW YORK. | 509 ‘‘ The Rookery,’* CHICAGO. 
OR 


THE REPUBLICAN PUBLISHING COMPANY, Pus isuers, 
1118 Sixteenth St., Denver, Colo, 
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“The Cleveland Press” 


HAS HELD THE LEAD 


In Northern Ohio for many years. It is con- 
stantly increasing, as the following itemized 
statement of circulation shows. zs 

Four Perfecting Presses are now used, and 
another one is ordered and will be in use next 
October. £3 
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ety Raisin snaee | @............. 60,646 | 29.............. 55.841 
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May, - “ = - 7 50,405 ‘ 
June, ~ - ~ ~ - 54,905 
52,810 










C. J. BILLSON, 
86 & 87 TRIBUNE BUILDING, NEW YORK. 
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PROVED FOR THE YEAR IN 


W. D. BOYCE'S LIST OF BiG WEERLIES: 


THE SATURDAY BLADE, 
THE CHICAGO LEDGER, 
THE CHICAGO WORLD. 


THE SATURDAY BLADE for July 3oth contains three times as 


much advertising as any illustrated weekly in this country, and in view of the 











fact that every advertiser using the BLADE, LEDGER and WoRLD has the priv- 
ilege of discontinuing his advertisement at avy time at pro rata rate, it is excel- 
lent evidence of the paying qualities of Boycr’s List, even during this hot 


weather, when advertising in other papers is dropping off. 





with a telegraphic news 


service. The only papers 
that discontinue any ad. 
at any time, with one price 


toall. Circulation proved 
every week in the year. 








Rates) tedarie's0°*"" 3 Papers ic 


-30 





THE SATURDAY BLADE has the LARGEST CIRCULATION 
OF ANY WEEKLY NEWSPAPER IN THE UNITED STATES. 





For Space apply to any Agency, or 


W. D. BOYCE, Chicago. 


FROM ONE OF OUR READERS IN ASIA. 

The Derma-Royale Co., of Cincinnati, Ohio, a few days ago received an order 
from M. I. TOONGAIKER & Co., Wholesale Druggists of BomBay, INDIA, dated 
June 10th, as a result of their adv, in the Boyce List of Big Weeklies. 
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Tennyson, PLAIN 


He Says— 


ST. 






NE 
TRIB BUILDING 
NEW YORK 


S.C BECKWITH 


R OOK ERY 
GHICAGO. 






Some papers lie and many blow, 


TRUTH 
Their claims beat all creation, 


And liars come and liars go— 


And they will go on forever, too. It's refreshing, then, to 
see that the ST. PAUL NEWS claims nothing it cannot 
prove, and that it nails the Plain Truth to its mast-head 
every day—over 13,000. 
They wind about and twist it so, 
The story of circulation, 
That victims come and victims go— 
And we wonder not that many a shrewd advertiser is ready 
to exclaim, with the prophets of old—‘* All is vanity and 
vexation of spirit!” 
The plain-told truth it lays him low, 
The circulation-liar, 
For figures come and figures go— 
But they are right there every day at the head of the 
editorial columns of the 


PAUL NEWS 


And they show the largest Sworn Circulation of any news- 
paper in St. Paul. 
It calls from haunts of nervy men, 
Who know its circulation 
Is bigger than it ere has been— 
For, by Finks, it’s nailed right up before your eyes every 
day—i3,066 !—sworn average week ending July ist. 
By thirty towns it circulates, 
With news it’s brimming over, 
And low its advertising rates— 
They are low enough to corral eighty Fobbing Houses of 
St. Paul, and the cream of the Retail Trade of nearly half 
a million people of that trade center of the great Northwest. 
Fatter, fatter its columns grow, 
They crowd its crispy pages, 
For ads. may come and ads. may go— 
But they never grow less in the ST. PAUL NEWS. 
A rattling good newspaper ; bright, crisp and honest, with 
& pages every day, it ts the home paper of the Twin-City 
metropolis,—and every advertiser knows what he gets and 
gets what he pays for when he advertises init. If he 
comes once there is but little doubt he 


Will go on 
Forever ! 
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nt HUNDREDS OF LINE 
SULTANS 


IN THE EAST. 
Boston, Providence, Lynn, Salem, Lowell, 
Lawrence, Haverhill, Brockton, Fall River, 
New Bedford. 


IN THE MIDDLE STATES. 
New York, Brooklyn, Newark, Paterson, 
Elizabeth, Buffalo, Rochester. 


IN THE WEST and SOUTHWEST. 


Chicago, Cincinnati, Pittsburgh, Detroit, 
Cleveland, Columbus, Toledo, Saginaw, 
Muskegon, Indiana olis, St. oseph, Louis- 
ville, St. Louis, Kansas City, Denver, 
Covington. 


IN THE NORTHWEST. 
Minneapolis, St. Paul, Duluth. 


clOVER|:6,000)-\FULL|:|TIME|-\CARS! 


If you are going to place street car advertising why 
not do it with the leading concern in the world ? 
Uniformity of displ: ay, service unequalled by any, 
and ‘‘FULL TIME” cars in every instance. 


You Get What You Buy! For rates address 


CARLETON & KISSAM, 


50 Bromfield St., Boston. Times Building, N. Y- 
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By Advertising in the 


KANSAS CITY TIMES | 














You Attract the Attention 


Of the readers of the most popular, thoroughbred newspaper in the State 
of Missouri. Published, as it is, on the extreme western edge of the 
State, a mere step into Kansas, you get a double header, and whip-saw 
the cities of two great States and the yeomanry thereof. 


Daily, 23,500. THE 
Sunday, 44,000. PLAIN TRUTH 
Weekly, 40,500. TELLS. 


THE BEST PAPER ON THE MISSOURI RIVER. 













S.C. BECKWITH, 
SOLE AGENT FOR FOREIGN ADVERTISING, 
509 “ The Rookery,” CHICAGO. 48 Tribune Building, NEW YORK. 
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*& PROVED ® 
The St. Louis Republic 


- - OFFERS - - 


Circulation Evidences 
TO THE POINT OF 


ABSOLUTE DEMONSTRATION. 


A Daily average considerably exceeding 50,000—thousands 
more—is the showing for July. This includes only the Daily 
and Sunday Editions, and the claim will be substantiated not 
only by affidavit of the publisher, but by the report of a com- 
petent expert, delegated by a leading advertising agency to 
make a thorough investigation in verification .of the figures. 
THE REPUBLIC claims a larger bona-fide circulation, 
Daily and Sunday, either in the city of St. Louis or country 
outside of St. Louis, than any other St. Louis paper, and an 
average aggregate twenty-five per cent greater than the St. 
Louis paper next in rank. In substantiation of its claim it 
offers its books and records for examination, or will send a 
copy of the report made by an expert recently delegated by 
a leading advertising agency to verify the figures. 

An average for its Weekly, reaching 134,000 during July and 
exceeding 130,000 during the past three months, will be proved 
by fac-simile copies of Post-Office receipts and the affidavit of 
the publisher and corroborated by an independent expert report. 
A pamphlet of 45 pages, giving the Weekly circulation by States, 
Counties and Post-Offices, will also be sent. 


° | 
The Advertising Rate of THE REPUBLIC per Thousand | 
} 






























of Circulation is Extraordinarily Low 


for all Editions. 
© 


THE REPUBLIC, St. Louis, Mo. 













Address all Inquiries, 
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An Honest Count 

The Noblest Work of ; 

The Publisher. 
MIDSUMMER CIRCULATION 


CLEVELAND* WORLD 


SAIN, 
fare 


THE DAILY: 




















THE SUNDAY: 


FOUR JULY SUNDAYS, 1891................. .. 66,378; AVERAGE, 16,569 
FIVE JULY SUNDAYS, 1892................... 126,078 ; AVERAGE, 25,214 
SUNDAY AVERACE GAIN...............00:c.0ccccecceeseceesceeeecees 8,645 








For Space address 


THE WORLD, Cleveland, 0., WORLD PUB. CO.,. 


on Ss. C. BECKWITH, B. F. BOWER, 
48 Tribune Building, New York: General Manager. 
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We learn credibly that THE RECORDER of 
this city is now printing and selling over 
100,000 copies of its Sunday paper. This is a 
remarkable achievement for acomparatively 
young newspaper, and can be the result only 
of uncommon energy and industry.—New 
York Sun, July 31, 1892. 
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Means 
Something 


Te RE Ke He He Ke FR Ae Ke PE TR FR 


When a newspaper has age, a known circulation, and commanding influ- 
ence in the State where published, it means much to an advertiser. 

When such a newspaper is the oldest in the State, has the largest circula- 
tion of any paper printed ot circulated im the State, ard is the best representa- 
tive journal in that part of the country, it means much more. 

A newspaper like this, backed with unlimited capital and energy, would 
seem to meet every essential requirement of a successful advertiser. 


I represent, among others, such a newspaper. It is even more than all 
this, for it is published in a city which at the last census broxe the record of 
American cities for percentage of growth for a hundred years—Seattle, the 
metropolis of Washington, the State which led the Nation in the last decade 
in prosperity and proportionate increase of wealth and population. 

Its circulation, 12,000 (Daily alone), isa modest claim ; but it is one copy 
daily to every five persons in Seattle. Counting New York, Brooklyn and 
Jersey City as one metropolis, the same proportion would give the leading 
paper here over 600,000 circulation. Has any New York daily one-qvarter 
that number ? 

Successful advertisers know that these new and progressive communities 
are the richest fields to cultivate. The people therein take to new things ; and 
this one strong Seattle paper, you see, reaches thoroughly those who have the 
brains and business, the push and the property of the country. And they read 
it, too. 





A. FRANK RICHARDSON, 
Special Eastern Agent, 
Tribune Building, New York. | Chamber of Commerce, Chicago. 
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Seattle sm \ Daily, 11,148 
Post- BLACK) sunday, 13,200 


Intelligencer ILE wet, 13,278 
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